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Rou h Proofs 


Airmail, says the United States 
post Office Department, is socially 
correct. If the pilot happens to 
crash, it's a social ezvor. 


7 ¥ F 


Add similes: As haughty as a golf 
pro playing through a membes’ 
foursome. 

a. 


An AbvERTISING AGE subscriber 
yrote to the editor from his bed in 
a hospital. These advertising pros- 
pects must be getting tough. 


7 


Now that labor unions are prepar- 
ing to advertise, you can’t tell where 
new aceounts may be located. The 
jeast a live agency man can do these 
days is to smoke Union Leader. 


v Fy F 


A loud speaker advertising Tom 
Collins will address beach crowds in 
New York. The waves may not be 
wild, but the crowds are going to be. 


. = + 


The chief objection to a bellow- 
ing loud speaker used for advertising 
purposes is that, unlike other kinds 
of publicity, you can’t take it or leave 
it. 

vvy 


Mickey Cochrane is now an adver- 
tising man as Wey as a baseball man- 
ager, having gone on thé air for the 
Ford dealers. His version of f.o.b. 
Detroit is probably, “Fight on, ball- 
players.” 

vvy 


Keeping everlastingly at it brings 
success, they say in Philadelphia, and 
Detroit has proved the slogan too. 
They've been advertising for an Am- 
erican League pennant since 1909 and 
at last they seem to have got results. 


+ } + 


Over 750,000 boys entered coaches 

i the Fisher body contest. No 
wonder the lumber business has 
been picking up lately. 


, Vv TY 


Edward H. Gardner, who will tell 
le proprietary advertisers what’s 
vhat and why, used to teach adver- 
sing at Wisconsin. Anyone who 


iunks his courses now will be out 
of luck, 


7’ Vv FF 


It’s fortunate for Professor Gardner 
that his curly locks are already gray. 
‘ow he can worry about proprietary 
advertising all he likes and no harm 
done, 

a a 


The main job of this advisory ad- 
‘etising committee for the drug 
*peclalty manufacturers seems to be 
“Make sure that there’s propriety 
N proprietary. 


> eee 


9. EPC. said the postman when 

Ae dog bit him—meaning ‘Postmen 

brefer cats.’ ” 

Better cot Ethyl next time. 
vv, 


ivertising in the farm papers in 
5 was up only 47.5 per cent. Too 

the drouth scare is hurting busi- 
N88 this way. 


7 = 


The old Peerless plant in Cleve- 

. 8 now making Canadian ale. 

dl Can salvage the advertising 

“ol by changing the company 
0 Beerless. 


Copy Cus. 


IMPORTANT NEW 
AGENCY FORMED 
IN WINDY CITY 


Morris, Windmuller & Enzin- 
ger Incorporated 


Chicago, Aug. 23.—With an esti- 
mated annual billing of several mil- 
lion dollars, a new advertising 
agency, Morris, Windmuller & En- 
zinger, Inc., sprang into existence 
here this week. 

The principals are Philip Morris, 
who has been vice-president and sec- 

retary of Matte- 
en ee son - Fogarty - Jor- 
aie }dan Company, 

4 Chicago agency, 
for the past year; 
George Enzinger, 
who will resign 
as president of 
United States Ad- 
vertising Corpora- 
tion, Chicago, 
Sept. 1; and Rob- 
ert L. Windmul- 
ler, former sales 

George Enzinger Manager of the 

O’Cedar Corpora- 
tion,, Chicago, and more.recently in| 
the agency field. 

Mr. Morris is president of the new 
agency; Mr. Windmuller, vice-presi- 
dent, and Mr. Enzinger, vice-presi- 
dent and secretary. 

The new agency will occupy the 
entire eleventh floor of the Carbide 
& Carbon Bldg., 
230 N.. Michigan 
Ave., where fever- 
ish preparations 
for its reception 
are now under 
way in the hope 
that remodeling 
will be completed | 
by Sept. 1. In the 
meanwhile, mo 4d- 
est offices in 
Room 2200 in the 
same _ structure, 
are serving tem- Robt. Windmuller 
porarily. 

Chief of the accounts to be serv- 
iced by Morris, Windmuller & En- 
zinger, Inc., -will be the Premier- 
Pabst Sales Company, marketers of 
Blue Ribbon malt, Blue Ribbon beer 
and Blue Ribbon ale. 

In addition, announcement of other 
important accounts will follow 
shortly. 

Philip Morris, president of the new 
corporation, was formerly a distribu- 
tor for Anheuser-Busch, Inc., in Chi- 
cago. He also had a record in the 
agency field, where he conducted his 
own organization. About a year ago, 
he bought the stock of Jess Matteson 
in the Matteson-Fogarty-Jordan Com- 
pany. Mr. Matteson, who was presi- 
dent of the agency, retired from the 
field. 

During his work with Anheuser- 
Busch, Mr. Morris consistently pro- 
duced between 15 and 18 per cent of 
the company’s total volume. 

Mr. Windmuller also has served 
Anheuser-Busch, Inc., as well as 
O’Cedar Corporation and Hussmann 
Refrigerator Company, of St. Louis. 
He has recently handled some of the 
direct mail work in connection with 
the widespread campaign of the Peo- 
ple’s Gas Light & Coke Company, 
Chicago for Hart-Vance Company, 
though he is considered a merchan- 


HEADS NEW AGENCY 


Philip Morris 


SUPERIORITY 10 
U.S. STANDARDS 
PEQUOT'S STORY 


Single Advertisement. Dis- 
cusses Moot Subject 


New York, Aug. 23.—Consumer in- 
terest in government standards for 
merchandise will be probed by 
Pequot Mills, Salem, Mass., with an 
advertisement for Pequot sheets in 
October issues of five women’s maga- 
zines. 

Great care was taken in preparing 
the advertisement to make sure the 
casual reader would not get the idea 
that the government had specified 
standards for sheets sold to the pub- 
lic and that Pequot is the only sheet 
to meet these specifications. 

The headline reads, ‘‘Every single 
Pequot passed U. §S. Government 
standards,” and the complete text, 
exclusive of signature, is as follows: 

“It’s not remarkable when one or 

(Continued on Page 26, Col. 2) 


Chain Grocery Group 


Pledges Support of 
NRA Labeling Drive 


Action Follows That of A. & P.; Advertisers 
Suspect “Grandstand Play” 


New York, Aug. 23.—National ad- 
vertisers in the food field have taken 
alarm at the seeming advances 
scored by the Department of Agri- 
culture in its drive to popularize 
government ratings for canned fruits 
and vegetables and to define various 
grades of all other packaged foods to 
the end that the grading information 
may be noted on labels. 

Hard on the heels of the Great At- 
lantic & Pacific Tea Company, which 
last week announced its intention to 
add the government grades to its 
labels, the Food and Grocery Chain 
Stores of America, a trade associa- 
tion of practically all the food chains, 
except A. & P., telegraphed the de- 
partment that a committee of mem- 
bers was beginning a study having 
as objectives “recommendations for 
proper wording for labels which will 
give the consumer such information 
as will be of practical value to her, 
and will assure the quality of the 
merchandise being in accordance 
with the label.” 

Food packers in this area are of 
the opinion that the radical wing of 
the administration, employing the 
machinery of the Department of 
Agriculture and the NRA, is driving 
a wedge into the forces which will 
oppose the “Tugwell bill’’ when it is 
re-introduced into the new Congress. 


Foresee Dangers 


It is recognized there is no imme- 
diate loss and possibly some immedi- 
ate advantage in the adoption of gov- 
ernment grades by packers whose 
brands are practically unknown. 
There are no advantages in the use 
of the gradings by advertisers, how- 
ever, and spread of the practice by 
non-advertisers may injure relative 
standings of the advertised brands. 

National advertisers foresee even 
greater dangers in the ramifications 

(Continued on Page 24, Col. 4) 


Last Minute News Flashes 


Products Company as vice-president. 


years. 


of meeting. 


(Continued on Page 24, Col. 3) 


representative and copy writer. 


Coca-Cola Promotes Dorsey and Jones 
Atlanta, Ga., Aug. 24—-Roy Dorsey has been promoted to the post of 
vice-president in charge of advertising for Coca-Cola Company, and Turner 
Jones has been advanced to vice-president in charge of marketing. 
These changes follow the resignation two weeks ago of Ross C. Treseder 
as general sales manager of the company to join the National Distillers 


Donahue Heads Richfield Advertising 


Los Angeles, Cal., Aug. 24.—G. J. “Jerry” Donahue has been named 
head of the publicity and advertising department of Richfield Oil Company 
of California, succeeding J. T. French, who resigned recently. Mr. Donahue 
has been assistant advertising director of the company for the past three 


Outdoor Association to Meet Oct. 15-18 
Chicago, Aug. 24.—The 1934 annual meeting of the Outdoor Advertising 
Association of America will be held here Oct. 15-18, it was announced today, 
following tabulation of a mail vote among members to determine the place 


F. Burnham MacLeary to Lord & Thomas 
Chicago, Aug. 24.—F. Burnham MacLeary, who has been account execu- 
tive and copy chief for H. W. Kastor & Sons Advertising Company, has 
joined the Chicago office of Lord & Thomas, where he will serve as account 


Washington, D. C., Aug. 23.—In so 
far as the labeling of ¢anned food is 
concerned, the newly adopted NRA 
codes are in a fair way to accom- 
plishing what the pure food and 
drugs administration of the Depart- 
ment of Agriculture has vainly tried 
to do through legislation, Division 
Administrator Armin W. Riley ad- 
mitted in a press conference yes- 
terday. 

Not only has the Great Atlantic & 
Pacific Tea Company promised its ac- 
tive cooperation, as reported in the 
Aug. 18 issue of ADVERTISING AGE, 
but “wholesalers and others are see- 
ing the light,” Mr. Riley said. 

The Food and Grocery Chain 
Stores of America, a trade associa- 
tion comprising practically all the 
country’s food store chains except 
A. & P., has offered its “active sup- 
port” in the drive to establish qual- 
ity standards and grades and more 
informative labels for all ‘ canned 
foods, it was stated. A telegram to 
Administrator Riley from F. H. 
Massmann, president of the organiza- 
tion, and head of National Tea Com- 
pany, reports that a committee of his 
association has unanimously agreed 
to “urge the adoption of the stand- 
ards established by the Department 
of Agriculture on all their canned 
goods” and to “adopt informative 
wording on all canned goods labels 
clarifying the contents to the con- 
sumer.” It pledges “whole-hearted 
support and active assistance in this 
important matter.” 


Appoints Committee 


The telegram announces the ap- 
pointment of a committee to “recom- 
mend proper wording for labels 
which will give the consumer such 
information as will be of practical 
value to her, and will assure the 
quality of the merchandise being in 
accordance with the label,” and de- 
clares that “we fully appreciate the 
desirability of having the consumer 
properly informed as to what she is 
buying in a hidden package.” 

The chains which are members of 
the association have more than 
23,000 retail stores, and their private 
brands of canned foods account for 
more than 15 per cent of the total 
pack, according to NRA estimates. 

In the press conference, Admin- 
istrator Riley explained that there 
would probably be three standards, 
to be known as “Standard,” “Choice,” 
and “Fancy.” If alphabetical desig- 
nations were adopted, it was indi- 
cated that “Fancy” would be known 
as Grade A, “Choice” as Grade B, 
and “Standard” as Grade C. The 
first application would be made to 
canned fruits. 

Asked about other information on 
the label, Administrator Riley re- 
plied that undoubtedly there would 
be included on the labels the weight, 
exact contents, and such other in- 
formation as would give the con- 
sumer a clear understanding of what 
was being purchased. 

Objection had been raised in some 
quarters, it was admitted, over pos- 
sible difficulties should a crop run 
short on Grade B, for example. In 


(Continued on Page 24, Col. 2) 
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ADVERTISING AGE 
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August 25, 1934 
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THE QUALITY GROUP 
NEWSSHOT 


AUGUST 


how many), 


osSPRED FACTS) 


are new fo you? 


ISEX SY 


Microscope > 


Economist Tausig and Joslyn of Har- 


vard put the microscope on 7371 head 
men. 


Age-scale > 


85% of them, heavyweights in the 
wage-scale, tipped the age-scale at more * 
than 40 years. The average of these 
7371 oldsters is 51. 


aa 


45 & 36 


Delving further into age statistics: 
companies eapitalized at fifteen million 
dollars are manned by 45 year old ex- 
ecutives; companies capitalized at halfyy 
a million dollars are run by youngsters 
of 36. 


Young men can’t > 


The larger the company, the older the 
executive; the older the executive, the 
more money. Men of maturity can buy 
high cost merchandise. Most young men 
can’t. It is important to remember that 
there are more prospects of maturity 
among the readers of The Quality 
Group than in any other purchasable 
advertising unit. 


— 


30 and up 


to refresh the memory: 70% of Qual- 
ity Group readers tip the age scale at 
30 and up. 


- 
——e 
Val > 


(Interesting figures on the spending- 
rate of Quality Group readers are avail- 
able to Quality Product advertisers.) 


THE QUALITY GROUP 


HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 
REVIEW OF REVIEWS 


997 FIFTH AVENUE, NEW YORK 


ee 


CURRENT POSTING IN ETHYL-SOHIO ADVERTISING TIE-UP 


h NEXT TIME GET 


Z 
| 


Throwing the blanking space to the outside helps to heighten the effect. 


9 


@ 


.. AND THATS NO MONKEY BUSINES! 


SOHIO-ETHYL’S 
OUTDOOR TIE-UP 
STIRS INTEREST 


Standard Oil’s Unique Cam- 
paign Comes to End 


Cleveland, O., Aug. 23.—The third 
and final of the unique series of out- 
door displays in which the Standard 
Oil Company of Ohio tied up with 
the Ethyl Gasoline Corporation went 
on the boards this month. 

The idea of Standard tying up with 
Ethyl, national advertiser, came to 
officials of the former when they 
viewed a proposed Ethyl poster show- 
ing the big, bad wolf in pursuit of 
the three little pigs. “Why not com- 
plete that first pig,” they said, “and 
carry the message a little further.” 
The idea was carried out and the 
first big, smashing, double 24-sheet 
poster campaign of its kind was un- 
der way. 

The initial posters went up in 
April, the second, depicting a big 
black bear in pursuit of two little 
lambs, went up in June and the final, 
showing a jungle cat stalking a pair 
of monkeys, was placed on the boards 
about Aug. 10. In each case, Stand- 
ard tarried the dramatic scene illus- 
trated on the Ethyl board to greater 
fulfillment. “Next Time Get Ethyl,” 
advised the Ethyl advertisement. 
“And Be Sure It’s Sohio Ethyl,” con- 
cluded Ethyl’s big Ohio customer. 


Used Same Lithographer 


Standard had its own _ posters 
worked out by the same lithographer 
which did the Ethyl work so that 
even the ink matched and the por- 
trayal was nearly perfect. In order 
to effect a close tie-up of the two 
posters, blanking space was thrown 
to the outside on both panels, thus 
avoiding a “gutter” in the center. 

A total of 600 boards in standard 
locations were used by Sohio to com- 
plete the pictures each month of the 
series. While it is too early to check 
definite results, the campaign has at- 
tracted widespread attention and a 
flood of comments. Beyond that it 
has stimulated the field sales force 
in no small measure. 

Standard of Ohio used double post- 
ers of its own as early as 1929 but 
the novel tie-up with another was 
entirely new this year. Such cam- 
paign tié-ups might well be made by 
other large distributors of nationally 
advertised products, officials pointed 
out. The pictures involved, however, 
must have a sweep of action if an 
effective tie-up is to be made, they 
declare. 

Advertising for Standard of Ohio 
is handled by McCann-Erickson Inc., 
of Cleveland. 


West Takes Leave 


James P. West of Williams, Law- 
rence & Cresmer is taking a 60-day 
leave of absence to confer with P. J. 
Kelly, president of the Dearborn Sup- 
ply Company, on the South American 
developments of his business. 


Now Fraternal 
Insurance Will 


Be Advertised 


Atlantic City, Aug. 23.—A four-year 
advertising campaign at a total cost 
of one million dollars, to educate the 
public on the benefits of fraternal in- 
surance, will be started this fall by 
the National Fraternal Congress of 
America. 

This decision was reached after an 
exhaustive two-year investigation by 
a special committee delegated in 
1932, and reported today at the 
twenty-first annual convention of the 
association in Hotel Ambassador. 

Newspapers, magazines and radio 
are to be used. Funds will be raised 
through assessments upon the 88 fra- 
ternal benefit organizations which 
make up the Congress, in proportion 
to size. 

John C. Snyder of Crawfordsville, 
Ind., president of the Ben Hur Life 
Association, is chairman of the com- 
mittee. 

“We are convinced,” said Mr. 
Snyder, “that the public is not aware 
of the fact that we operate on an ade- 
quate rate, legal reserve basis. 

“It is time the people were told 
that they can secure as safe and mod- 
ern protection as any on the market, 
at as low a rate and yet with the 
added benefits of fraternalism.” 

Final details will be completed 
within the next month, it was an- 
nounced. 


“New York American” 


to Entertain Women 


The New York American has in- 
vited its feminine readers to be its 
guests at a theater party at Loew’s 
-* Theater the morning of Aug. 
30. 

The program will include a Pru- 
dence Penny demonstration of new 
recipes and household appliances, a 
feature moving picture and a vaude- 
ville show. 


Richfield to Use 
Allen Radio Feature 


Richfield Oil Company, Los An- 
geles, will present the Jimmie Allen 
radio series over a Pacific coast net: 
work starting Sept. 3. 

The Allen offering has been used in 
the central states by Skelly Oil Com- 
pany, which will continue it during 
the fall and winter. Russell C. 
Comer, Kansas City agency head, 
closed the Richfield contract. 


Hopewell’s New Office 


George T. Hopewell, publishers rep- 
resentative, has moved his New York 
offices to 415 Lexington Ave. 


SOLKA CONSUMER 
COPY STEPPED Up 


New York, Aug. 23.—The first gen. 
eral consumer campaign on Solka, 4 
purified cellulose used as a basic jp. 
gredient in 32 major industries, js 
being expanded by the Brown Con. 
pany, Portland, Me., to include eight 
to ten magazines as well as use of 
color. 

The campaign started early in July 
in the Saturday Evening Post, in 
which black and white insertions 
have been run. In this medium, the 
expansion is in the use of two-color 
bleed pages, the first of which wil] 
be in the Oct. 13 issue. Other maga- 
zines to be added to the list will be 
announced soon. 

An uninterrupted advertising pro 
gram is planned by officials of the 
company. Heretofore, the promo 
tional advertising effort has _ been 
more or less spasmodic. Before 
breaking into the general magazines 
for the first time this summer, the 
Brown Company had used busines: 
papers, and last fall it ran a special 
series of advertisements addressed to 
executives. 


Creates Acceptance 


In general, the consumer campaign 
is designed to encourage the identi: 
fication of Solka products. In this 
the company is using general adver 
tising not only to cause the consumer 
to demand Solka-content merchant: 
dise but also to induce the manu 
facturer of such goods to identify 
them as containing Solka, and to | 
spread the employment of the Solka 
seal of approval. 

With the increased advertising pre 
gram, the company has announced 4 
new and comprehensive merchandis: 
ing set up operating through manu 
facturers of Solka content articles 
ind retailers. Leading department! 
stores of some cities are arrangils 
window displays of Solka articles. 

Among the industries using the 
basic ingredient are shoes, textiles 
roofing, paper, plastics, tissues and 
parchments. The account is handle¢ 
by Menken Advertising, Inc. 


Walker Products Pushed 


Hiram Walker &_ Sons, Inc. 
through the San Francisco office © 
Campbell-Ewald, will release a SP© 
cial fall campaign on the coast fea 
turing Green Springs bourbon, Ridge 
wood whisky, and the new Fi 
O’Clock cocktail gin. Metropolita” 
newspapers will carry one-column by 
ten-inch copy. 


@ Economy and effectiveness, that’s 


what Metropolitan offers adver- 
tisers in its mass production 


rotogravure. 


Over 5.250.000 families 
Nearly 16,000,000 readers 


Advertising Off ot 
New York - Chicas 
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MAKE this unqualified state- 
I believe that New 
York retail dealers, particularly the 


ment... 


successful chain operators, know 
far better than anyone else how to 
sell food products to New York 


housewives. 


These men live right in the market 
... they get their views, not from 
reports, but from their own cash 
registers. They can see, day after 
day, exactly what makes merchan- 
dise move fastest; exactly what 
form of advertising is most pro- 


ductive. 


That is why I believe that food- 
product manufacturers should 
study the methods of their retail 
outlets . . . and follow those that 


are most successful. 


For example, you will find that, 
over a period of 12 years, the lead- 
ing retail food stores (both chain 
and independent), experimenting 
with advertising in the different 
New York newspapers, have con- 
sistently placed the bulk of their 
copy in the New York Evening 


Journal... 


And that they are now, more than 


ever before, depending upon the 
patronage of the 600,000 families 
who regularly read the Journal. 


During the first 6 months of this 
year, the Journal actually carried 
38.9% of all retail food advertis- 
ing in New York . . . which is a 
30.2% increase over the same 
period last year. 


That is certainly a definite indica- 
tion of the present trend of food- 
product advertising in New York 
... all the proof that anyone should 
require of the tremendous power 
of the Journal to sell merchandise. 
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Advertising Is Moving Rapidly 
Toward Self-Regulation 


Recent developments have empha- 
sized the fact that self-regulation of 
advertising is not only possible, but 
practical, and is not only endorsed 
by advertising leaders as a solution 
of present problems, but is actually 
being applied. The progress now 
being made is tremendously encour- 
aging to those who have fought con- 
sistently for self-regulation as op- 
posed to government regulation. 

The recent action of the Proprie- 
tary Association in setting up ma- 
chinery for passing on debatable 
advertising copy used by any of its 
members is indicative of what is be- 
ing done. The association is pioneer- 
ing in providing facilities for the 
discussion of questionable copy, and 
through the appointment of Edward 
H. Gardner, an able, experienced 
advertising man, has put itself in a 
position to do a thorough and effec- 
tive job of house-cleaning in the 
proprietary field. 

Lee H. Bristol, William Y. Preyer 
and W. S. Groom, the advisory com- 
mittee on advertising appointed by 
the association, deserve the thanks 
of the entire advertising field for 
their good work, for while they are 
primarily serving the interests of 
proprietary advertising, they are 
also blazing a trail which other in- 
dustries may follow safely and with 
profit. 

The August 18 issue of ADVERTISING 
Ack, which carried the interesting 
mews regarding the appointment of 
Mr. Gardner and the establishment 
of offices for active work on pro- 
prietary advertising, also reported 
progress in the task assumed by the 
Advertising Federation of America 
in leading the fight for self-regula- 
tion. Various groups of mediums, | 


the executive committee of the A. 
F. A. was told, are working on plans 
for the establishment of facilities 
for screening out objectionable ad- 
vertising before it reaches the pub- 
lic, realizing that it is far better 
to prevent publication of question- 
able copy than to assess damages 
after it appears. 

The cooperation of groups of ad- 
vertisers like those in the Proprie- 
tary Association will undoubtedly 
eliminate much doubtful copy, but 
after all the publications themselves 
have a responsibility which they are 
now ready to assume. Individual 
owners of advertising mediums in 
many cases have already done a 
good job of cleaning up advertising, 
but the task is too large, speaking 
generally, for individual action alone. 
Cooperative work which will put all 
conscientious publications in a _ po- 
sition to know whether copy offered 
them is acceptable or not will solve 
the problem, and than that 
probably will not. 

Those who have been working to 
promote self-regulation have a right 
to feel that real progress is being 
made. They may congratulate them- 
selves that the defeatists who have 
been urging the passage of the Tug- 
well-Copeland legislation, because of 
their insistence that advertising is 
unable or unwilling to regulate it- 
self, must now admit that their 
skepticism is unwarranted, and that 
advertising has both the ability and 
the courage to do whatever is nec- 
essary to protect consumers, publish- 
and advertisers from the evils 
of the small amount of dishonest or 
hurtful advertising still being pub- 
tished. 


less 


ers 


Advertising the Union Label 


The American Federation of Labor | 


vertising can do a good educational 


is planning a national advertising | job in this field. 


vampaign designed to create public | 
good-will for the union label, and to} 
build up markets for the products 
carrying it, by showing that it rep- 
resents not only fair wages for work- 
ers, but also healthful working con- 
calculated to produce the 
right kind of goods. 

There are several reasons why the 
A. F. of L. can use advertising to 
advantage at this time. One is that 
the position of organized labor has 
been so greatly strengthened under 
the Roosevelt administration and the 
national industrial recovery act that 
conflicts between labor and manage- 
ment, now so numerous, are likely to 
alienate public support unless the 
policies of organized labor are made 
acceptable to the public, which in the 


ditions 


long run must pay the freight. Ad- 


Another reason is that since there 
are groups in the labor field far less 
conservative than the A. F. of L., the 
sound policies of Americanism for 
which the latter stands should be 
emphasized. The public should be 
shown that subversive policies advo- 
cated by some radical elements are 
not those of the A. F. of L., which 
has stood, since the days of Samuel 
Gompers, for the American system. 
This is especially important today. 

Advertising which makes the union 
label more acceptable and_ signifi- 
cant to the public will please em- 
ployers of union labor, and _ will 
broaden the markets for their goods. 
The A. F. of L. campaign may be 
only the first in which union labor, 
as an advertiser, will seek public 
good will for its cause and its prod- 
ucts. 


§y 
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—Chicago Tribune. 


Our secret ambition. 


Voice of the Advertiser 


Answers Criticism of 


King George IV Copy 

To the Editor: We, here at the 
Thomas J. Molloy Company, read the 
“Voice of the Advertiser” with a 
great deal of “kick” especially 
Brother Varrelman’s letter objecting 
to the advertising campaign on our 
product, “King George IV” Scotch 
Whisky. 

We hesitate to pay respect to the 
Brother’s letter of objection. How- 
ever, we will answer same in the fol- 
lowing manner: 


Every detail of this campaign was | 


brought to the attention of the proper 
authorities representing the Kingdom 
of Great Britain. With the approval 
of these same authorities we pro- 
ceeded with this unusual advertising 
and publicity campaign. Further- 
more, if there were any possibility of 
disrespect to the flag or to the people 
of England, we doubt very much if 
the Kingdom itself would sanction 
the use of the name of King George 
IV as the trade mark on a product of 
its own soil. 

If Mr. Varrelman will try a scotch 
and soda made with “King George 
IV,” he no doubt will see things—in 
a different light. 

A. MORTIMER SCHEFTEL, 

Director of Sales and Advertising, 

Thomas J. Molloy & Co., Ine., 
New York. 
> VF 


Approves Suggestion 


for Centralizing Results 

To the Editor: We are heartily in 
accord with the suggestion made by 
W. J. Ryan, advertising manager of 
the Literary Digest, to have a central 
bureau available to all advertisers 
and agencies for the interchange of 
information on pulling power of copy 
and results produced by different 
publications. 

In our opinion, such a plan would 
give tangible information on subjects 
which heretofore have been decidedly 
intangible. It would bring to light 
many facts about copy and about 
media which are absolutely 
sible to obtain through A. B. C. state- 
ments, advertising lineage 
surveys, questionnaires, and other re- 
search work. It would also eliminate 
the need of many of the “blue-sky” 
or high-pressure solicitations which 
advertisers and agencies are accus- 
tomed to receiving from media rep- 
resentatives. 

After all, most advertisers are, or 
should be, primarily interested in get- 
ting the greatest possible returns on 
each advertising dollar invested. Any 
plan which helps them achieve this 
objective, which reduces theory to 
fact, and which helps’ eliminate 


guesswork from copy writing or from 


impos- | 


space buying, should be welcome. We 
believe Mr. Ryan has hit upon one 
of those plans, which is explained 
on Page 4 of your Aug. 4 issue. 

We hope that other publishers will 
endorse Mr. Ryan’s suggestion and 
that advertisers and agencies will co- 
operate in starting this “clearing 
house” of hard, cold facts, which 
would give advertisers an accurate 
idea of what they are getting for 
their money. This, in turn, should 
create new advertisers aml larger 
advertising appropriations, to the 
mutual benefit of all concerned. 

Gro. W. St. AMANT, Jk., 

General Advertising Manager, Hunt- 

ing & Fishing and National Sports- 

man, Boston, Mass. 

7 + 


Offers a Suggestion 
to Blind Ad Users 


To the Editor: An appeal from a 
depression-worn seeker after employ- 
SS 

From time to time your columns 
carry “Help Wanted” advertisements 
for jobs which are right up my al- 
ley. My record and references are 
in excellent order, I’m free to locate 
anywhere and my services are avail- 
able immediately. 

My complaint is that none of these 
“blind ad” inserters ever take the 
trouble to acknowledge any commu- 
nication addressed to them. Is it a 
case of “Consider no reply a _ polite 
negative”? 

Might I therefore ask, through 
your columns, that all future pros- 
pective employers make use of a 
penny post card to notify the appli- 
cant that his letter has been re- 
ceived? Such comment as “Position 
filled,’ “Letter placed on file,” ete., 
could go over the “Box XXX” of the 
advertisement so that the identity of 
the employer might remain undis- 
closed. 

EX-PRESS AGENT. 


>. | = 


A Nudist Chuckles 


To the Editor: The editorial in 


‘your Aug. 4 issue, in at least some 


records, 


quarters, turned up considerable in- 
terest. The writer got a good chuckle 
out of the fact that our friend, J. L. 
Sowers, vice-president of Parker Ad- 
vertising Company of Dayton, by two 
concrete illustrations of how nudism 
was used to sell clothing to nudists, 


near-nudists and semi-nudists, com- 
pletely demolished all the labored 
theory of Mr. Kraus, advertising 


manager of A. Stein & Co., Chicago, 
who sought to prove in five times as 
much text matter that the only way 
to sell clothes to nudists is to call 
them nasty names and _ prosecute 
them! Kraus’ theory is a joke; 


AGE. 


No. 604. A New and More EF Sectiye 
Approach to a@ Proven Market. 
A booklet published by Street ang 

Smith Publications announcing th, 

introduction of a new four-color gery. 

ice for advertisers in the Street and 

Smith Group. A unique feature of 

the plan is that plates for four-color 

pages in the publications will be fy,. 
nished by the publisher withoy 
charge. 


No. 544. Mouse-Trap Manufacturer 
Stages Come-Back. 


An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company, 


No. 601. Liberty. 


An interesting folder developed by 
Liberty Magazine which contains a 
copy of the publication together with 
brief material and charts describing 
Liberty’s gains in advertising 
revenue. 


No. 585. Behind the Charts. 


Lives up to its billing as “some 
facts presented without charts about 
the preference for NBC facilities by 
the bulk of big radio time buyers.” 
Contains also a number of advertis- 
ers’ case histories. Published by Na- 
tional Broadcasting Company. 


No. 612. There’s a Turn to Color in 

Magazine Advertising. 

A fascinating contrivance that 
points-out the value of color in ad: 
vertising, and especially in (Cosmo 
politan, through the medium of 4 
“turntable,” upon which college pen- 
nants, national flags, etc., are de 
picted, as well as the products, in 
colors, of leading advertisers. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 
These charts, prepared by station 

WLW, Cincinnati, show consumer 
preferences for various types of ad: 
vertised merchandise, such as coffee, 
cigarettes, autumobiles, etc. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts deal: 
ing with the inquirer’s own industry 
are supplied. 


No. 462. Route List of Retail ané 

Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. 
Published by The Courier-Journs 
and Louwisville Times. 


————— 


Sowers’ friendly and _ constructive 
method wins. 
ILSLEY Boon! 
Managing Editor, The Nudist, New 
York. 


~  F 


Another Vote for 
W. J. Ryan’s Suggestion 


To the Editor: The suggestion ad 
vanced by W. J. Ryan, advertisimé 
manager of the Literary Digest. © 
centralize advertising results is ex 
cellent. 

It it were possible to compile § 
information, it would coutribute sect 
and figures that would be heipful 1 
many ways and would definitely elim 
inate promiscuous material that often 
makes for nothing more than confu: 
sion. 

It it were possible to enlar , 
this data so as to include the imP 


) such 


ge upon 
or: 


ld 


tant facts behind the figures, it woul 
build up, over a period of tim 
uable fund of information for @ 
tisers and agencies. 

A. C. G. HAM MESFABB, 


President, Metropolitan 5 
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ADVERTISING AGE 


a 


No 


Is 


Drought 


in These Figures 


Daily record of Kansas City’s bank clearings July 
ig to August 15, together with the amount of 
increase and the percentage of increase each day, 
as compared with a year ago. 


July 


1934 


Clearings Increase 


Petg. of 
Increase 


16 $17,500,000 $ 4,200,000 31.5 


17 
18 
19 
20) 
21 
Wk. 


-_s 


Wk, 


9 
l() 
l] 


Wk. 


)) 
13 


[ 


csr 


. 80,300,000 


14,400,000 
17,000,000 
15,800,000 
15,100,000 
11,900,000 
92,000,000 


1,600,000 
4,800,000 
1,700,000 


1,500,000 
13,000,000 


*Decrease July 20 


Sunday 

14,300,000 
12,200,000 
12,400,000 
13,000,000 
13,300,000 
11,300,000 
76,900,000 


Sunday 
13,700,000 = 2,500,000 
11,500,000 300,000 


AUGUST 


15,600,000 3,200,000 
14,200,000 3,400,000 
12,900,000 2,900,000 
12,200,000 1,100,000 
13,300,000 


3,500,000 
1,900,000 
200,000 
300,000 
1,100,000 
800,000 
7,900,000 


Sunday 

14,000,000 4,600,000 
lloliday (Election ) 
2(),000,000 2,300,000 


(2 day period) 


11,600,000 2,500,000 


13,300,000 5,000,000 
13,100,000 — 3,600,000 
(2,300,000 17,900,000 
Sunday 

13,800,000 3,500,000 
12,200,000 — 2,600,000 


(5,200,000 5,600,000 


12.5 
39.3 
12.7 


*900,000 *—-5.6 


14.0 
16.0 


32.4 
18.4 
1.6 
ao 
9.8 
75 
11.5 


aac 
2.6 


25.8 
31.4 
29.0) 
10.0 
20.0 


48.8 


13.2 


27.4 
62.4 
38.0 
33.0 


33.9 
27.1 
a 


the Drought 
INSIDE Your Business? 


for a few weeks? Are they using that as an excuse 

for not working—not getting more business than you 
had a year ago? Have they convinced you that there isn’t 
any business? Then, the drought is inside your business— 
eating at its vitals—destroying your volume—giving your 
competitor his opportunity! If you have reached that stage 
—that attitude of mind—you are just abibi-ing to yourself— 
you are pitying yourself—laying it onto “conditions’”—and 
you are not entitled to any business. Such an attitude of mind 
is what has put so many people on the government relief and 
private charity rolls. 


A RE your salesmen talking about the heat which obtained 


Witness the daily record of Kansas City bank clearings 
for the last month, July 16th to August 15th, which appears 
at the left. 


Note that for this entire period there was only one day 
when Kansas City clearings did not exceed those of the corre- 
sponding day a year ago. 


The value of bank clearings as a business index is that 
they reflect the flow of money, as distinguished from wealth 
that is static. They denote activity, the buying, selling and 
shipping of goods—that sought-for condition known as 
“velocity of trade.” They are the most reliable measure of 
the volume of business of all kinds being transacted. 


At the right is the record of the bank clearings of the 
major cities of the United States for the weeks of July 18th, 
25th, August Ist, 8th and 15th. Note that the total Kansas 
City bank clearings the first four weeks rank 7th in the 
United States and that on the last week they rank 6th. 


Note that for the week ending July 18th the percentage 
of gain for Kansas City exceeded that of any other city doing 
an equal or greater volume. 


Note that for the week ending July 25th Kansas City’s 
clearings gained more than any other of the first seven cities 
except Philadelphia. 


Note that for the week ending August Ist Philadelphia 
again was the only city doing more business which made a 
greater percentage gain in clearings. 


Note that for the week ending August 8th Kansas City 
gained a greater percentage than any of the six cities pre- 
ceding it. 


Note that for the week ending August 15th Kansas City 
showed a greater percentage gain than any other city in the 
entire list and that in volume of clearings it moved up from 
seventh place to sixth place. 


Last week a cigar manufacturer canceled his advertising 
on account of the “drought.”’ This manufacturer’s salesmen 
know the advertising has been stopped—they know they are 
not expected to turn in as many sales—as great a volume. So 
why not “loaf a little’-—-why work hard—“the house expects 
less business.” It will get less—Dealers will lose a little of 
their interest in this brand of cigars. Another brand—more 
aggressive—can easily take the place of this one in the show- 
case. There will be fewer dealers—fewer displays and fewer 
customers calling for this brand. Slowly distribution—which 
cost a great deal to secure—will be lost—all on account of the 
“drought inside this business.” 


Is the drought inside your business? 


Kansas City Moves 
From 7th to 6th 


Following are the bank clearings at lead- 
ing cities for the last 5 weeks, with the 
percentages of increase or decrease from 


a year ago: 


4 Per Cent 

Week Ending July 18 8 Rn 
Ree re $ 3,433,650,000 —13.9 
UE. ccs cas Cu cu ncuouechoa 307,000,000 +-13.7 
SENSES De ie ea 249,300,000 +- 3.4 
ea SE 236,742,000 — 8.3 
EE SEO eee 108,400,000 +- 1.9 
RES Sek Sree 102,366,000 +-16.0 
«cong acan seni kuie 88,561,000 -+-17.1 
as ante ae 78,100,000 +- 9.4 
a 73,331,000 +-49.5 
| SER RIS See eal 69,018,000 +-14.7 
Re ie 57,686,000 +-25.8 
Ee hen 57,119,000 +-15.7 
SE ids iccvccddoiniiieee . 46,650,000 +- 4.4 
SS ARES, Rae ee eae ie 38,000,000 -+-20.6 
te te el ie ka 35,221,000 +25.4 
SRE SR eee 29,400,000 + 5.8 
SERA AC A Sone > ae 29,211,000 +-19.9 
EE NOSE ISA EE 28,132,000 +14.0 
TG cc euch sues coy cereal ed 24,975,000 +12.8 
I so ino coe eso sank 24,969,000 +-16.0 
Se ee rere eae 24,000,000 -+-26.3 
As pc ha Judes cee ee cans 21,456,000 +19.2 


OO TS a eee eee $5,163,287,000 — 7.5 
° Per Cent 
NO See eee $2,747,509,000 —31.7 
UID occ cbnacsnsdevesssee 299,000,000 -+23.0 
|” Ree EE Peta: 214,100,000 —18.6 
ei cece s sshd a henecnesnce® 183,448,000 —17.3 
NN a cer ceneecawe 95,700,000 — 2.2 
I a a ule k's gia hike 85,014,000 -+- 1.3 
EE vo ceucnecackigeskie 82,119,000 -+-10.9 
ER ene rere 67,174,000 +31.4 
ON rena 66,900,000 -+- 5.0 
RR re ree 62,971,000 — .4 
IN sw sig.kx'sa cis eeenedean 51,195,000 —30.7 
EN abs Sassen sw beansasncee 50,691,000 -+35.3 
0 REE er eeeas Tee 40,288,000 — 8.7 
re re 33,100,000 -+-16.1 
ere a ea i ea 32,556,000 +-22.1 
aces. si heehs chia beeReeun 27,219,000 +17.9 
se oy cate hue Veaae an 26,820,000 4- 7.1 
era as isc, wae ald 24,900,000 — 6.4 
ARSE RRS Se a ae 21,433,000 -+- 3.7 
0 ES Ere een ae 21,213,000 +-20.1 
SEN ee ee ales 21,027,000 -+10.7 
OS cs ss vasuaueneaaed 19,873,000 —13.9 
0 RES ore eee $4,274,250,000 —23.0 
. Per Cent 
Week Ending August 1 “.5°" 
560. << ob vawhesecewenen $3,003,332,000 —12.0 
errr 293,000,000 -+-16.3 
| SE Re ee 213,900,000 —10.3 
Se ieee oo inna e eh ytie's 178,515,000 —10.9 
Eee een 97,115,000 +-10.6 
IND aiviv'n 6 o-0.6050000400% 95,000,000 -+- 0.3 
oo io tn saeiaee sain 78,735,000 -{-10.7 
nn ss vekosKs Sehibusdaes 75,561,000 +-46.5 
OR ESSE ee eee 68,100,000 +-14.5 
a Car ie 55,676,000 —19.1 
ee ee re ae 54,899,000 -+-18.9 
ee SE ee ee ee ae 49,783,000 —29.0 
NEL 95 boc achheoc beueeawnee 38,298,000 — 3.4 
EN Ge te GCs di 5 bh aeke: Be Chie he 32,500,000 +-16.3 
RS er ee oe oe ee 27,453,000 +-21.0 
Re ee ate bi mee eee 27,300,000 — 3.2 
RE a ee 25,488,000 +-13.8 
CR ge ot Se geet Seer 25,355,000 +16.9 
RG Se =e Pa NRO OL aa 21,331,000 +- 7.4 
NE | oo. v0 eek <c> 21,000,000 + 5.0 
en eee 20,380,000 +-19.1 
RT ee ee 18,325,000 -+ 3.0 
RR gan eee eee ae $4,521,046,000 — 8.0 
4 er Cent 
Week Ending August 8 “ocr 
Oe , errreretrre ss $2,591,614,000 — 2.1 
ee eee eee 261,000,000 +16.5 
RM fo oe ceeds Charan iated> 213,900,000 +-13.4 
Bost Pe BO. coSb4 URED DOR dUe bask ES 189,234,000 + 15.7 
"Es ee ree 103,300,000 +-29.6 
NN, oi oe 6 cca ch abies caeee 85,439,000 + 9.2 
Cy... wcles sensu cee eake 73,540,000 --35.0 
a i RAS 2 ea Ne ee 74,260,000 +-54.7 
DE = A aN ss Samicewhsyoaeea 58,200,000 +-31.1 
ee ey rey ree 56,796,000 +- 9.7 
SN 5c. kxka kab ance raeres 56,193,000 -+-26.5 
oi deck voc enbsas Ehren 54,801,000 — 3.4 
EE ate oe 34,717,000 + 6.3 
a ronda bn Shas aoe ees 29,150,000 -+-26.3 
Eee es ee re 26,700,000 +- 6.4 
Ey xwacesdcadnstehsakeecn’ 26,341,000 +19.3 
| ERR Diep aereryce ee me ee toe 25,932,000 +24.4 
ESS Sere eee 32,700,000 -+-19.0 
ST ree eT eee 22,775,000 +30.0 
SO TEUONG v5. ccc ccaenseccacie 22,000,000 +10.0 
| Spa aS he a pee 20,706,000 + 9.9 
EE Se fad cats htc ewe aes 20,496,000 +-22.2 
MEE: coords th siawieateoetuteee $4,086,254,000 + 4.8 
4 Per C 
Week Ending August 15 “,5<"" 
OE SO a ror err rrr rr $2,774,234,000 —12.4 
oT are 242,000,000 + 7.1 
DE 0555.54 3th) ck onceve eens 228,400,000 -+4-18.4 
eG energie We 162,537,000 —12.4 
TOM DEOMOCIORS ccc nesctndsecaewe 108,300,000 -+-14.8 
NS PRP errr rer rere 80,163,000 39.7 
SEs ia. oi kek hance ees 79,149,000 + 5.8 
RIE eee ec. ck ie chan 67,000,000 +- 9.7 
Detronwt .i...> =e tn eR ees oa 62,088,000 +-39.1 
RE hc onc siiaGukieash cares 58,835,000 — 5.0 
EN a5 cere alaaub seesou sees 55,919,000 — 0.1 
0 RR eer 50,189,000 -+- 7.5 
Cincinnati ....... ss an wuns ReneS 37,338,000 — 1.1 
AE re eae my eee 35,500,000 +10.4 
7 ES eer rere 31,052,000 +28.2 
EER oe eres 29,122,000 +-14.0 
EE. 45k 05.55 5%5G5s nednktnach ont 27,108,000 +30.1 
SE G4. 5G wy Batiia ORs Gee Teed 23,500,000 — 0.4 
SS ovbadicbAvawwpa yaad canoes 23,738,000 + 7.2 
PE conch seb areeh cannes sens 22,425,000 -+21.7 
DE. cts ochcctatvawnabela 21,694,000 +15.7 
PO MBE ie weic ks even sciicese 21,000,000 +-16.1 
po Re ee, ee eee $4,241,292,000 — 5.9 


THE KANSAS CITY STAR. 


EVENING 298,764 


MORNING 295,843 


SUNDAY 308,550 
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New Post Bran 
Pack to Carry 


the cutout toys and Walt Disney 
characters on Post Toasties pack- 
ages, and the Tom Sawyer and Huck 
Finn tendencies present in all kids, 
we feel sure the new package will 


ents.” 


Hero Pictures »a« a hit with children and par- 


(Picture on Page 28) 

New York, Aug. 22.—Harking back 
to the gay 90’s and the days when 
cigarettes were embellished with a 
photograph of Lillian Russell or some 
other popular favorite, Post’s 40% 
Bran Flakes is adopting a new pack- 
age featuring playing-card-size cutout 
portraits of famous North Americans. 

According to Bruce Ashby, Bran 
Flakes sales and advertising man- 
ager for General Foods Corporation, 
there will be four pictures on every 
box, several different sets in a case. 

The characters of the first three 
sets to be completed are George 


Washington, Buffalo Bill, Robert E. | 


Peary, and Molly Pitcher; Abraham 
Lincoln, Robert E. Lee, Patrick 
Henry, and Sitting Bull; Paul Re- 
vere, John Paul Jones, Sam Houston, 
and King Philip, the famous Indian 
war chief. From time to time new 
sets of heroes and heroines will be 
added to the series. 

“Every American youngster is a 
born collector,” Mr. Ashby believes. 
“In the light of our experience with 


“Redbook Magazine” 
Issues New Car 


Redbook, New York, has announced 
a change in circulation guarantee 
and advertising rates, each repre- 
senting an increase of about 11.5 per 
cent over present levels. 

The new rates, effective with the 
February, 1935, issue on black and 
white, and March, 1935, on four 
colors, are as follows: page, black 
and white, $1,740; page, four colors, 
2,610; second and third covers, 
$2,610; fourth cover, $2,085. 


23 Girls Attend Camp 
The Philadelphia Club of Adver- 
|tising Women sent 23. under-privi- 
leged girls from 7 to 13 years of age 
to a summer camp for ten days. This 
is the eighth consecutive year the 
club has sponsored the activity. 


Appoints Keystone 
Automatic Heat Institute, Boston, 
has appointed Keystone Associates, 
Inc., to direct advertising. News- 
| papers, radio and direct mail will be 
| used. 


SEVEN WOMEN’S 
AD CLUBS JOIN 
IN CONFERENCE 


Cleveland, O., Aug. 23.—-A two-day 
conference of women’s advertising 
clubs in the Great Lakes area was 
sponsored by the Women’s Advertis- 
ing Club of Cleveland, Aug. 18-19. 
Ofticials and members of the Buffalo, 
Chicago, Detroit, Grand Rapids, To- 
ledo and Milwaukee clubs were 
guests of the local organization. 
Registration totaled 8&8. 

After gathering at the conference 
headquarters in Hotel Statler Satur- 
day morning, the Cleveland hosts and 
their out-of-town guests took an ob- 
servation trip to the Terminal Tower. 
Luncheon was held at the Shaker 
Heights Country Club, where David 
S. Ingalls, Cleveland Welfare Direc- 
tor and former Assistant Secretary 
of the Navy, welcomed the delegates 
to the city. The remainder of the 
afternoon was devoted to the official 
business meeting of the conference. 

Florence Griffin, president of the 


Markets are people, yes. But good markets are 
people with purses. 


There are over two million people in the Indian- 


apolis Radius . 
power. 


- - and they have real buying 


The Indiana Gross Income Tax Reports show that 
in one year the retail purchases made by this 
great buying group total nearly a third of a 


billion* dollars! 


To sell this profitable market you need only The 
Indianapolis News—the newspaper that has held 
a unique place as the favorite home newspaper 
of the Indianapolis Radius for 64 years. 


*Estimated for the year 1933 at $325,000,000 from the Indiana Gross 
Income Tax Reports for the last eight monihs of last year, 


THE INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


New York: Dan A. Carroll 
110 East 42nd Street 


Chicago: J. E. Lutz 
180 North Michigan Ave. 


GATHER FOR LAKE STATES MEETING 


A group of prominent delegates 


Chicago, A. F. A. vice-president 


Women's Advertising Club of Cleve- | 
land, presided and addressed the 
group on what an advertising club 
means to a community. Josephine 
Snapp, Chicago representative of 
Household Magazine and _ vice-presi- 
dent of the Advertising Federation 
of America in charge of women’s 
advertising clubs, was guest of honor 
and principal speaker. Miss Snapp 
discussed the many things which 
women's clubs could do and how 
they could best work with the Fed- 
eration. The obligation of clubs to 
sell the importance of advertising 
was stressed. 


Discuss Club Problems 


Problems of advertising clubs in 
raising money, building civic inter- 
est, maintaining high standards of 
membership, and offering worth- 
while programs, were discussed in a 
round table discussion led by Mrs. 


who gathered for the inter-city 
Woman's Advertising Club conference in Cleveland last week-end, 
Left to right, Mrs. Edith Wells, vice-president of the Toledo club; 
Mrs. Gertrude Schmidt, president, Buffalo Club; Josephine Snapp, 


; Florence Griffin, president, and 
Mrs. Beatrice Trudelle, secretary, of the Cleveland Club; Helen 
Weinmann, president ef the Milwaukee Club. 


‘March of Time’ 
Becomes Screen 
Entertainment 


New York, Aug. 23.—Time, Ine, 
does not have under consideration 
plans to publish a new magazine, 
ADVERTISING AGE was told today. 

Expansion plans for the near 
future inciude only the resumption 
of the March of Time program ona 
CBS network this fall and the pro. 
| duction of moving picture shorts util- 
izing news pictures as material. 

In connection with the entry into 
the motion picture field, the man- 
agement has reiterated its conviction 


mate domains of journalism, wherein 
the inventions of journalistic enter- 


Beatrice Trudelle. Considerable in- 
| terest hinged on the new committee 
|headed by Helen Rockey as chair- 
man, and Miss Snapp as vice-chair- 
man, which will disseminate infor- 
mation to all women’s club groups 
combatting adverse publicity given 


benefits. It was indicated at the 
conference that Cleveland and other 
cities will establish contact chair- 
men to work with the national com- 
|mittee and to promote advertising 
through the use of radio, newspapers 
and speakers’ bureaus in their re- 
spective centers. 

On Sunday morning, conference 
members took an extensive tour of 
the city as guests of Cleveland motor 
car distributors. The long parade of 
labeled cars attracted widespread 
attention. 


To Meet Each Year 


Dinner at the Lake Shore Hotel 
and a social program in the after- 
/noon wound up the first big inter- 
lake conference. It was virtually 
assured by action of the delegates 
that the Great Lakes clubs will con- 
tinue the conferences as an annual 
affair. 

Officers of the Women’s Advertis- 
ing Club of Cleveland which spon- 
|sored the conference are 
Griffin, president; 
vice-president; Beatrice G. Trudelle, 
secretary; Laura Scott, 
and Vera Birchall, 
secretary. 

The committee in charge of the 
affair included Katherine Gibbons, 
general chairman; Nancy M. Mainpa, 
entertainment; Eleanor Gaiser, trans- 


corresponding 


Mrs. Trudelle, program. 


Bell Is Chairman 


of General Mills 


James F. Bell was elevated to the 
chairmanship of the board of General 
Mills, Inec., Minneapolis, at the an- 
-_ meeting this week. 

Donald B. Davis was elected presi- 
‘dent. Gordon C. Ballhorn becomes 
‘controller. 


. . . . ! 
to advertising and promoting its true 


Florence | 
Gladys Stevens, 


treasurer, | 


portation; Miss Birchall, hotels, and | 


| prise may reap as big rewards as 
| though offered on the printed page. 

| <A date for release of the first mo- 
‘tion picture has not been set, but the 
enterprise will be well under way 
|this fall. Two experimental films 
have been made. 

The pictures must stand er fall on 
|their own merits. While they will 
| be titled, “The March of Time,” and 
| produced by Time, the magazine will 
|make no investment in the motion 
pictures for promotion. Neither will 
there be any other advertising spon- 
sorship or connectien. 

However, it is not the intention at 
this time to accept commercial spon- 
sorship for the radio feature. 

Management of the motion picture 
and radio activities will be vested in 
|Roy Larsen, vice-president of the 
publishing company and director of 
promotion for the magazines. 


_ McKay Is Promoted 

| Allan T. MeKay, a member of the 
| sales staff of Visomatic Systems, Inc., 
|New York, for a year, has been ar 


ee publicity director. 
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FINISH PROGRAM 
FOR MEETING OF 
FINANCIAL MEN 


FA, A. to Feature Open 
Forums at Buffalo 


Chicago, Aug. 23.—What is prob- 
ably the first open forum on banks’ 
relations With the public will be the 
ature of the 19th annual conven- 
tion of the Financial Advertisers 
association at its meeting in Buffalo 
sept. 10-18, according to information 
released by the association’s office 
yere this week. 

“Because they were unconvinced 
that the depositor had completely re- 
gained his former faith in banks and 
yanking practices, the association’s 
yrogram committee decided this year 
to invite lay speakers capable of 
yringing a broad and constructive 
yiewpvint of the public and business 
expectations of banking and finance,” 
the association’s statement said. “The 
program committee believed that this 
first-hand information would be an 
invaluable aid to delegates anxious 
to develop plans for creating rela- 
tions that will meet the public ex- 
pectations as well as sound financial 
requirements.” 

One of the high lights of the con- 
yention will be the addresses of three 
of these lay speakers who will ap- 
proach the subject of “The Public 
Questions Its Banks” from various 
points of view. The point of view of 
the man in the street will be pre- 
sented by Harrison Jones, executive 
vice-president of the Coca-Cola Com- 
pany, Atlanta, who will speak on 
‘What the Average Man Asks” of 
his bank. The position of the busi- 
wess man in relation to his bank will 
be developed by Harry B. Hall, vice- 
president of the American Appraisal 
Company, Milwaukee. The require- 
ments of the newspaper men from 
banks and bankers will be outlined 
by Taleott Powell, editor, Jndianap- 
olis Times. 


Will Hear Both Sides 


The outside point of view is only 
me of the methods by which the Pro- 
gram Committee will develop the 
theme “How to Meet Today’s Demand 
tor Financial Information,’ which 
will pervade the entire four-day con- 
vention. Faith in banking and its 
publie relations will be expressed by 
‘wo outstanding speakers immedi- 
ately following the opening of the 
Convention. Lewis G. Harriman, 
bresident of the Manufacturers & 
Traders Trust Company, Buffalo, will 
speak on “I Believe in Public Spirited 
sankine’”’ developing the subject of 
the responsibility of the bank not 
‘nly to its depositors, but to the com- 
hunity it serves. The complementary 
voint of view, that of the obligation 
f the public and the depositor to 
‘he bank, will be described by Fred 


‘. Shepherd, executive manager of | 


the American Bankers Association, 
Who Will speak on “I Believe in a 
Sank Spirited Public.” 

While the public criticism of banks 
‘id bankers will be one of the most 
‘portant and illuminating parts of 
“ae general convention, an oppor- 
“tity which has been provided for 
‘banks to develop answers to these 
“Ucisms should be equally interest- 
‘8. The three bankers who have 
: ® speak out in reply are: 
“ies P. Warburg, vice-chairman of 
“¢ Bank of Manhattan Company, 


New Yoin7 A A 
‘Ww York, who will talk on “Public 
Spirited 


‘freed 


Policies;” Roy L. Stone, 
“president, First Wisconsin Na- 
“nal Bank, Milwaukee, who will 
Peak on “Institutional Perform- 
Si" and Alex Osborn, director of 
a Marine Trust Company, Buffalo 
“tt president of Batten, Barton, 
Effect & Osborn, who will talk on 
—e Methods.” As on the pre- 
nt? y, an opportunity for floor 
bly a by the delegates will prob- 
ahs, Sult in an unusually active 
“Sponse 
The c] 


imax of the convention will 


| 
be a general session on September 13 | 


at which outstanding members of the | mentals, including sessions on adver- 


F. A. A. will submit specific recom- | tising technique and public relations. 
mendations for public approach by| Speakers at the advertising de- 
their fellow bankers. Speakers and | partmental will include: N. 8. 
subjects follow: 


“Business Development,” W. 


lanta; “Trust Development,” Ernest | Following Mr. 
L. Anderson, 
Rhode Island Hospital Trust Com- | 
pany, Providence; “Savings Develop- 


Calhoun, 


will speak on “Making the Institution 


ment,” John J. McCann, Jr. adver-|Shipshape for the Advertising Voy- 
tising manager, National Savings | ages.” In his talk, “Are You Going 
Bank, Albany; “Public Relations,” | After Business or Just on a Joy 


H. L. Lyon, vice-president, Harold F. Ride?” Col. Benjamin F. Castle, vice- 
Strong Corporation, New York; | president, Administrative and Re- 
“Technique,” Edwin Bird Wilson,| search Corporation, New York, will 
president, Edwin Bird Wilson, Inc., discuss various types of investments. 
New York. \“Seamanship on an _ Advertising 

Three morning sessions of the con-| Cruise” will be the subject of a talk 


The Major Market Newspapers’ Sales Potential Survey also 
shows that in addition to these 4,440 electric refrigerators, 
the Greater Louisville Market is prepared to buy 5,149 
electrical washing machines and more than $259,000.00 


worth of electrical appliances and bulbs. 


vention will be devoted to depart- | by Frank A. Arnold, radio advertis-| lected from all parts of the United 
ing consultant, and “A Special Voy-|States and represent all 


types of 


age—Leaders of Tomorrow,” is the| financial advertising. 


title of a talk by Peter Michelson, | 
Cal-|advertising manager, 

houn, president, Security National | America, San Francisco. Discussions, 
G.| Bank, Greensboro, N. C., who will without formal speakers, will also be | 
Murrah, business development and|talk on “Charting the Advertising| held on “What Will the Trip Cost?” | 
advertising, First National Bank, At-| Course for a Financial Institution.” | “Pilot 


Advertisers 
| which is expected to attract consider- 


| 


able attention this year, is the exhi- | 
| bition of advertising which has been 
| placed by financial institutions dur- 
ing the previous twelve months. Sam- 
| ples for this exhibition have been col- | 


Exhibit F 


A regular feat 
Ass 


These are but a few of the things that expenditures will 
be made for in this territory during the coming year and in- 
creased in retail sales indicate that buyers are already active 


in this market. 


To reach them with your advertising message it is neces- 


sary to use only one medium at one low cost. 


— 


Che Conrier-Z 


and Crew” 
Syd J.| Home the Goods.” 
assistant trust officer,| Hughes, advertising director of Mor- | will close with a talk by Edwin Bird 
ris Plan Industrial Bank, New York, | Wilson, chairman. 


Bank of New Survey Issued 


| by Lima Newspaper 


The News, Lima, O., has issued a 


and “Bringing| mew survey showing retail outlets 
| . . 
The departmental and other salient marketing facts 
about its trade area. 


Copies may be obtained from the 
paper or from its national representa- 
tive, A. E. Clayden, Inc. 


R. M. Snell Dead 


Ralph M. Snell, 57, editor of “Hurl- 
yut’s Papermaker Gentleman,” house 
organ for the Hurlbut Paper Com- 
pany, South Lee, Mass., died Aug. 14 
at Hamilton, Ont. Mr. Snell formerly 
edited Superior Facts, papermakers’ 
chemical journal. 


inancial Copy 


ure of the Financial 
ociation Convention 


The influence of The Courier-Jour- 
nal and The Louisville Times is felt 
throughout a vast territory, Ken- 
tuckiana, which includes practically 
all of Kentucky and a large portion 
of Southern Indiana. 


onrial, 


THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc.—Audit Bureau of Circulation 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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PACKAGED PARTS 
FOR AUTOS WIN 
WIDE ACCLAIM 


Detroit, Mich., Aug. 24.—At last, 
it looks as though the motor car deal- 
er’s parts department is to have a 
new deal. Color has invaded the 
gloomy stock room, with the result 


that it has been converted into an) 


attractive display room. 

Colored cartons for motor car 
parts and accessories, one color for 
engine parts, another for body parts, 
still another for transmission parts 
and so on, is the motor car manufac- 


turers’ latest contribution to better 
merchandising methods for his 
dealer. 


The two manufacturers pioneering 
the packaged parts idea are Ford and 


Chevrolet, both of which have devel- 
oped the idea on a large scale, pack- 
aging every conceivable part hereto- 
fore characteristically cubbyholed in 
the parts departments. 

Many advantages of the new prac- 
tice immediately came to light as the 
flood of comments from dealers 
throughout the country began pour- 
ing in. 

Helps Everybody 

The varied color idea not only 
| helps the dealer to make an attrac- 
|tive window and counter display but 
also facilitates identification of the 
parts. It also speeds up handling 
and shipping, benefiting the manufac- 
turer as well as the dealer. 

From a sales point of view, both 
dealer and manufacturer now know 
that the customer will be assured of 
obtaining guaranteed, genuine parts. 
The purchaser will know that the 
parts, sold in sealed packages, will 
be in good condition and the manu- 
facturer can be assured that cartons 
returned unbroken will be resalable. 


The risk of soiling the clothing and 


hands on parts that must be greased 
to prevent rust will also be done 
away with. 

According to the companies, it is 
possible, in the near future, that al- 
most every needed service part will 
be Cellophane wrapped and easily 
identified by its own special colored 
wrapper. 


Baldwin, Strachan, 


Form Buffalo Agency 


| William M. Baldwin and Kenneth 
| Strachan have formed the new adver- 
| tising agency of Baldwin & Strachan 
/in Buffalo, N. Y., with offices in the 
Huyler Building at 374 Delaware 
Avenue. 


Both principals came from the 
Pierce-Arrow Motor Car Company, 
where Mr. Baldwin was director of 
advertising and sales development 
and Mr. Strachan assistant general 
sales manager. Mr. Baldwin was also 
a director of the Pierce-Arrow Sales 


Corporation. 

Mr. Strachan has been with the 
McGraw-Hill Publishing Company 
and McCall's Magazine. 


* 


ARE THE 


* 


GENERALS READY? 


THE TRUE STATE OF THE ARMED FORCES 


IN EUROPE 


by Capt. Liddell Hart 


Clear—and startling—as though you hovered in an airplane above them yourself, 
the armies of Europe pass in review for you... their power and their philoso- 
phies analyzed graphically by Captain Hart’s revealing pen. And have you 
heard yet of the twin spectres that throw new shadows of dread over land and 


sea alike? 


* HUMAN WASTE IN x 
THE COLLEGES 


by John R. Tunis 


Is college today worth while? Do college students know more than high school 
students? Not even in vocabulary and spelling? Does a magna-cum-laude mean 
that the recipient is an educated person? Is the course-credit system an educa- 
tional process or an elimination contest? If you take John Tunis’ dumbfounding 
analysis of the “Pennsylvania Study” at face value, the answer is one of the most 
resounding negatives ever shouted across the country! Be sure to read it—it’s the 


first of a series. 


* 


ECHOES 


* 


AT LIVORNO 


by Stark Young 


Hauntingly lovely as the Italian evening and the sea silence which pervade it— 
this profound study by the distinguished author of So Red the Rose. And the 


young man who figures in it. . 


. who was “neither harassed, overworked nor 


passionate, but who gave you the curious sense of being almost exhausted by 


passions and movements outside of him” . 


.. every young American should 


stop long enough to listen to what the old Monsignore had to say to him... . 


* 


GIVER OF THE 


* 


GRAP 2 by Grace Flandrau 


This is the story of what happened to the lovely Mrs. Meuchner in the country 
of N’Gala .. . “beautiful as any Bacchic deity, very giver of the grape.” And of 
what happened, too, to the famous Dr. Meuchner, whose chief passion was the 
study of sleeping sickness beyond the Loro River. And of Paul, whose blood ran 


a little cold one day because in Mrs. Meuchner’s eyes he saw suddenly a woman 
whom he didn’t know—and whom she didn’t know either. ... 


Other brilliant short stories, articles, features in the 


* SCRIBNER’S 


SEPTEMBER 


*f 


* 


MAGAZINE 


ON SALE NOW 


* ddvertiser’s Note—Not a single subscriber in arrears. 


‘BLIND TASTE 
TEST’ FEATURES 
FRANKFORT COPY 


New York, Aug. 23.—In a series of 
newspaper advertisements running 
from 800 to 1,000 lines, Frankfort 
Distilleries, Inc., Louisville and Bal- 
timore, has developed interest by us- 
ing the blindfold test so successfully 
used some years ago in the cigarette 
field. The copy, based on results 
and featuring a “no bite” appeal, is 
running in 35 large cities. 

As the ground work for the series, 
the company conducted blind taste 
tests of 30 American whiskies sold 
on the New York market. A group 
of 55 individuals not connected with 
the distilling industry, but who qual- 
ified as “run-of-the-mill-drinkers,” 
sampled the whiskies and in the 
course of three weeks of daily test- 
ing and elimination, conducted much 
in the fashion of a tennis tourna- 
ment, picked the flavor and aroma 
winner. 

The advertisements featuring the 
winner involve liberal use of test 
photographs. These illustrations, 
however, do not show the 55 persons 
making the test as wearing masks, 
but present small groups and in par- 
ticular one individual, a middle aged 
man with expressive features, tasting 
samples and registering emotional 
yeahs and nays. In this test, the 
samples rather than samplers were 
masked. 


Elimination Contest 


Whiskies under test were selected 
as leading sellers from shelves of 12 
of the most prominent New York 
liquor stores. Decanted into masked 
bottles bearing an identifying letter 
of no significance to those participat- 
ing, two brands in each case were 
paired. The winner was eligible for 
further testing on the following day. 
About one-fifth of an ounce was 
served in each glass. 

In several instances, the same 
whiskies were again submitted to 
check the definitiveness of the test- 
ers’ taste reactions. In each Case, 
the results corroborated the original 
tests. Groupings were occasionally 
rearranged for double checking, the 
net result being a clearly defined 
preference for characteristic Amer- 
ican types, of which Frankfort’s 
“Four Roses” was the winner. 

The blind test was originally con- 
ceived as an answer to charges by 
Dr. Shirley Wynne, New York City 
health commissioner, that the city 
was being flooded with inferior types 
of whisky. Among other things, it 
developed the conclusion that the av- 
erage drinker has quite definite ideas 


about what is or is not good in 
whisky. 
Winner, victor, tournament and 


“facts not claims’ ideas permeated 
the copy developed as a result of the 
test. Typical of the copy is the fol- 
lowing: 

“Four Roses Whisky Defeats 30 
Famous Brands in  Taste-Tourna- 
ment! Here’s no mere claim of su- 
periority. Here's proof! 

“In a ‘blind’ taste-tournament, with 
scores of people testing, Four Roses 
Bourbon triumphed over 30 other fa- 
mous brands! 

“The reason is in the finer flavor 
of Four Roses—its genial smooth- 
ness, its rich, old-whisky flavor. Be- 
cause, you see, Four Roses is made 
from the finest, naturally aged Ken- 
tucky whiskies. No tricks! That 
means there’s no harsh ‘bite’ to Four 
Roses. 

“Naturally it takes skill to make 


a whisky like Four Roses. But 
Frankfort isn’t one of those com- 
panies that rushed in with repeal. 


Frankfort has been making fine whis- 
ky for four generations. Its yeast- 
culture — key-ingredient in making 
great whisky—has been guarded for 
50 years.” 


Jewell Heads Committee 


Larry Jewell has been appointed 
publicity director of the “Come to 


land Advertising Club. 


= 


GOES HOLLYWOO 


See. sistent o = a 


Cibo, WOUYWOODS 21) 
PREFERENCE FOR THE FRO 


New Ford dealer newspaper adver. 
tising which incorporates a strong 
Hollywood flavor. 


Dailies Fight q 
Ban on Prices 
In Liquor Copy 


Louisville, Ky., Aug. 23.—An ip 
junction temporarily restraining the 
Louisville Liquor Control Board from 
enforcing its proscription of advertis. 
ing of liquor prices by retail deal 
ers was granted the Louisville Times 
Company, publisher of the Louwisville 
Times and Courier-Journal this week. 

The Board had issued an ulti 
matum preventing retailers from aé- 
vertising liquor prices in newspapers, 
window displays, dodgers or other. 
wise. The newspapers contended that 
this decision would nullify advertis 
ing contracts and injure their busi- 
ness. 

Meanwhile, the Louisville Retail 
Druggists’ Association held a meet- 
ing and gave their approval to the 
advertising regulations issued by the 
Liquor Control Board. Equally out: 
spoken in their opposition are dealers 
who specialize in sales of liquor, as 
contrasted with those with whom it 
is a mere side line. 

Resolutions adopted by the drug 
gists expressed the belief “that con- 
tinued use of nationally advertised 
products as bait is doing more to 
bring whisky unfit to drink on the 
market than anything else.” 


Long Chairman of 


S.N.P.A. Committee 


Col. J. H. Leng, of the Advertiser 
and Herald-Dispatch, Huntington, W. 
Va., has been appointed chairman of 
the business affairs committee of the 
Southern Newspaper Publishers’ As 


sociation, Chattanooga, Tenn. Other 
members: 
Alabama, Bruce Shelton, Tusca- 


loosa News; Arkansas, K. A. Engel, 
Little Rock Democrat; Florida, W. 
N. Perry, Jacksonville Journal; Geor- 
gia, J. A. Davis, Albany Herald; Ken 
tucky, Thomas R. Underwood, Le 
ington Merald; Louisiana, L. K. Nich: 
olson, New Orleans Times-Picayune 
and States; 

Mississippi, Birney Imes, Columbus 
Commercial-Disptch; North Carolina, 
Talbot Patrick, Goldsboro News: 
Argus; Oklahoma, C. R. Bellatt, 
Blackwell Tribune; South Carolina 
H. T. McGee, Charleston News and 
Courier and Post; Tennessee, Lit 
Pardue, Nashville Tennessean; Tex 
as, J. L. Greer, Denison Herald; Vit 
ginia, R. B. Huber, Petersburg Pre 
agress-Index; West Virginia, H. © 
Greer, Morgantown Post and Domir 
ion-News. 


Check Variations 
in Magazine Readers 


Radio magazine readers are some 
what older married people than read: 
ers of movie and true story type mag: 
azines, — 

This was one of the discover'™” 
made by William C. Keenan Compan) 


in analyzing readership of the Mac 
fadden Women’s Group. 


WGN Is Building 


Station WGN, Chicago, has starté 


Cleveland” committee of the Cleve-| radio station. 


construction of a new radio nen 
building just north of Tribune be ich 
‘the Chicago Tribune's building ¥ 
has henceforth accommodate +h 
The structure, 


stories in height, will cost $500,000. 
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‘atare the prospects for business in Chicago this Fall? 

st year the World's Fair was the prime force which made Chicago 
mé back first among American markets. The upswing started in June, 
3, and trade carried through the fall and winter at high levels. 


ls year the money spent by visitors, added to the increased spending 


PY of residents, is generating a year-end market which will eclipse 


“ago department store sales are running 4% ahead of last year’s. 

Y Dassenger car eueretiets for Cook (Chicago) county during the 
“seven months of 1934 are up 32% over last year’s. Chicago factories 
ting 21% more freight cars for shipment out of the city. Even build- 
racts are reflecting the increased tempo of the market, with a 
Gain in the first six months over the same period of last year. 
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good, consider Chicago. Plan now to cash in on active market conditions. 


To sell where the selling is good now and where it will continue to b 


You can do it through advertising in a single Chicago newspaper—the 
Chicago Tribune. 

Through this one newspaper you can reach more than 627,000 families 
in Chicago and suburbs alone. This is 52% more families than any other 
Chicago daily newspaper reaches. The Tribune’s dominating coverage of 
Chicago and suburbs is practically as large as the net coverage of any 
two other Chicago daily newspapers combined. And on Sunday the 
Tribune reaches an additional 293,000 families living in cities and towns 
adjacent to metropolitan Chicago. 

Ask a Tribune representative to give you complete information now and 


to help you increase your sales. 
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ADVERTISING AGE 


August 25. 1934 


NEW KELVINATOR 
BOILER - BURNER 
IS INTRODUCED 


To Use Refrigeration Chan- 
nels for Product 


Detroit, Mich., 
tionary in price, 
Kelvinator 
dition 
heating 
tion boiler-burner, 
national 


Aug. 23.—Revolu- 
quality and design, 
Corporation's latest ad- 
the 


field, a 


to domestic automatic 


low-priced combina- 
will be introduced 
newspaper, 


through a mag: 


Grisell Becomes Kendall — 


Sales Manager in Fall 
T. O. Grisell, for the past two years 
executive secretary of the Pennsyl- 
vania Grade Crude Oil Association, 
has been made sales manager of the 
Kendall Refining Company, Bradford, 
Pa., effective about Oct. 1. He suc- 
ceeds I. H. Shearer, resigned. 
Mr. Grisell’s advertising and 
chandising work during the past 19 
years has included several years as 
director of marketing for the George 


mer- 


Batten Company, whose successor, 
Jatten, Barton, Durstine & Osborn, 
Inc., has been in charge of Kendall 


motor oil advertising since it was in- 
troduced to the national market in 
1928. 


Sparks-Withington 
Names Erwin, Wasey 


Sparks-Withington Company, Jack- 
Mich., has placed its advertis- 


azine and trade publication cam- 
paign and will be distributed through 
the company’s existing refrigeration | 
channels, according to H. W. Burritt, | 
vice-president in charge of sales. 
The new device was developed by 
working in 
Boiler 


technicians 
with 


Kelvinator 
collaboration Kewanee 
Corporation, a division of American 
RadiatorCompany. The unit combines 
an integrally designed steel heating 
the type 


of automatic oil 


advanced 
and 
home at 


most 
burner, 
average-size 


boiler with 
is said 
to serve an 
an unusually low operating cost. 
The lack of available distributors 
of sufficient size for Kelvi 
nator’s rapidly expanding automatic 
heating made it 
sary to develop new outlets, and this 
can be done most easily by utilizing 
the organizations now handling Kel- 
vinator products, Mr. Burritt -ex 
plained. 
Will 
Trade publications will the 


backbone of the initial the 
campaign, with concerted efforts be- 


to care 


operations neces 


Build Dealerships 


form 


step of 


ing made to set up a substantial 
dealer organization. 
Until the distribution set-up has 


been completed, newspaper copy will | 
be necessarily localized, company of- 
ficials said. of the 


Because educa 


tional program involved, franchises | 
and territories are being nein 
gradually, although 33 of the com- 
pany’s largest distributors are 
already qualified to sell the appli- 
ance. 

An intensive merchandising pro- | 
gram has also been laid out and 
Will be supplemented by a national 
magazine campaign as soon as the 
selling outlet program has been fin 
ished. 

Sales promotional material that 
has been prepared for Kelvinator 
distributors and dealers is being 
issued in the form of a comprehen- 


sive “merchandising plan book.” The 
latter includes an automatic heat 
operating manual which treats topics 
such the planning of an auto- 
matic heating department, setting up 
the dealer organization, merchandis- 
ing through the department 
Wholesale and retail presentations, 
the WKelvinator “exact 
proposal, treatment of 
and the 


as 


stores, 
using selec- 
tion” 
newspaper 


proper 
advertising, 
portance of direct mail. 


im- 
Other Sales Helps 


Other 
several 


offered in 
dealer direct 
wholesale 


pieces the plan 
mail re- 
presentation 
book; a training manual en- 
titled “Selling Kelvinator Automatic 
Heat”; three self-mailing folders for 
consumer direct mail approach; sev- 
eral line folders; an architect’s data 


are 


leases; a 


sales 


book; prospect cards; survey data 
sheets; and a presentation and pro- 
posal file that deals with features 


of the line, supplementary Kelvina- 
equipment and company back- 
ground 

The 


tor 


new unit will be known as the 
Model KB and will retail for 
than similar device now on the 
market, the company states. Marked 
fuel economy result of unusual 
operating efficiency is said to char- 
acterize the device, which is adapt- 
both hot and 
installations. Provision has 
been made for the installation of an 
automatic hot water heater at a 
very slight additional cost. 


less 


any 


as a 


able to water steam 


also 


son, 
ing with Erwin, Wasey & Co., Chi- 
cago. 

The company manufactures Spar- 
ton electric refrigerators, motor 


horns, radio sets and tubes. Hitherto 
the account has been divided. 


Coast Jellies 
Seek National 
Distribution 


San Francisco, Cal., Aug. 23.— 
After inserting a tentative foot into 
the advertising pool last spring, Tea 
Garden Products Company has taken 
a plunge into the deep waters with 
announcement of its first major cam- 
paign in 33 years for its line of jel- 
lies and preserves. 


The new promotion is in line with 


an expansion program formulated 
last year following the acquisition 
of A. E. Phillips, widely known sales 


executive, vice-president of the 


company. 


now 


Good Housekeeping, McCall's, 
Vogue and Woman's Home Com- 
panion will be given the task of in- 


troducing the Tea Garden line on a 
national scale, while eight grocery 
trade journals will be used to enlist 
the support of retailers. This copy 


|invites the trade 


“to make money 
on America’s only nationally adver- 
tised line of jellies and preserves,” 


|also offering merchandising help to 


encourage store displays and other 
point-of-sales promotion. 
Many of the Tea Garden products 


are packed in distinctive glass con- 


tainers. These packages carried away | 
the highest award in their class at) 


the second annual Pacific Coast 
Packaging Exhibit in Portland, Ore., 
in July. The trophy was awarded by 
the Portland Oregonian. 

The company ran a campaign 
the Pacific coast edition of 
American 


in 
the 


ily of products. J. Walter Thompson 


Company is handling the new cam- 
paign, which will run through the 


winter. 


Taylor to Teach 


John Langdon Taylor, advertising 
counsellor with Miles & Scott, San 
Francisco, will conduct a course in 


advertising at the Golden Gate Junior 
College this fall. 


—_—. 
Premier Starts Advertising 


Premier Shoe Company, Inc., Lop 
Island City, N. Y., is now branding 
its women’s footwear and wil] run 
its first national advertising in Vogy, 
first of the fashion publications it 
will use. Harry B. Tove, advertising 
| eomaNseR, is in charge. 


Brewer Appoints 


The Feigenspan Brewing Com 


» “ : Dany, 
Newark, N. J., has appointed United 
Advertising Agency, Inc., Newark. ;, 


place advertising of Pride of N; wark 
beer. Newspapers and 


, Magazines 
will be used. 


Weekly last spring to in-| 
troduce several additions to its fam-| 


Boran to Chicago 


Wallace Boran, production manage, 
of the Pacific coast division of J 
Walter Thompson Company, has been 
transferred to the Chicago office 
Harrison T. McClung of the Chicago 
office has gone to the coast. 


Joins C. P. Clarke 
I. S. Gardiner has joined the staf 
of C. P. Clarke, Inc., Nashville, Tenn, 
ladvertising agency. 


Elon mos Willams 


FOUND MILLIONS OF FRIENDS 


N the left, an author. On the right, 


an advertiser. In 


both, a firm conviction that nowhere 


is there an audience 


readers of The Saturday Evening Post. 
In numbers—the Post is read each 


week by more than TEN MILLION 


men and women. 


In intelligence—the Post appeals 
to men and women with brains 
enough to appreciate well-written fic- 
tion, to be attracted by serious arti- 
cles, important editorials. 


the minds of 


to match the 


You’ll be 


And in purchasing power—the 
readers of the Post, by and large, even 
in this day of reduced incomes, are 
more apt than their neighbors to have 
money in their pockets. 

Watch the people who buy the Post 
at the newsstand, the commuters who 
read the Post on the train. Check up 
on the people you know—see how 
many of the more literate, more pros- 
perous, read the Post every week. 


Frigidaire is convinced, as Ben Ames 


BEN AMES WILLIAMS, BEST KNOWN 


FOR HiS FRATERNITY STORIES, 


MAKES THE FOLLOWING STATEMENT: 


“Every author welcomes some evi- 
dence of the reaction of his audi- 
ence to his work; and the letters 
he receives after magazine publi- 
cation are his first measure of his 


story’s success. 


*J know no other audience in all 
the world so quickly responsive 


as that which reads 


The Saturday 


Evening Post; no other magazine 
in which the appearance of a story 
elicits so many letters from those 
who liked it—or did not.” 


convinced, too—as 


Williams is convinced—that nowhere 
is there an audience for an author, 
a market for an advertiser, like thal 
presented by America’s foremost mag 
azine, The Saturday Evening Post. 
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August 25, 1934 


ADVERTISING AGE 


| of housewives’ introduction to the 
ANC AMERICAN product and the results obtained at 
in table. Husband or guests in the 
py IS STARTED : nal scene ask if the dish is made 


on a new recipe, and the hostess’ 
— is that it is “Franco-Amer- 


a comes all ready to heat 
= pec serve.’ 
| Sources of the ingredients and 
. Paid 92 __ the i 
New ig pe pescttioger 'S | their number and blending are fea- 
said to be the Mrs — adver! tured in the text. This, combined 
jsing campaign on a canned spa- 
netti ‘Te "O-£ ericé ' 
ghetti, ‘: os oe pes she — are the salient points of the cam- 
pany, subsidiary ‘ampbell Soup paign. 


company, has launched magazine ad- 
vertising in a group of 11 publica- 
ons and is testing several types of 


11 Ingredients Used 
Seldom do housewives use 11 dif. | 


ferent ingredients in home prepara- 


newsP er copy in a number of tion of spaghetti dishes, but this is| 
Iles. | the number blended by Franco-Amer- | 
The insertions will appear each| jean, the new copy says. It includes’ 
month instead of at several occa- tomatoes, old Cheddar cheese, spices | 
sional intervals during the year, as|ynq other seasonings, eliminating 
in the past. They run about two the delicate job of hitting the right 
magazine columns. The account is/| favor in the home kitchen. Special 
peing handled by Ruthrauff & Ryan, emphasis is also laid on the fact that 
Inc., which recently was appointed jt never sells for more than ten cents. 
Franco- American agency. ‘a can, holding three to four portions. 


Balloons are employed in conjunc- 
tion with photographs telling stories 


Among the magazines which carry | 
the first insertions in September is- 


with the consistency of the effort, Boggs Takes Over 


sues are Cosmopolitan, Delineator, 
Good Housekeeping, McCall's, Mod- 
ern Magazines and True Story. 

In the newspaper tests, similar ap- 
peals are tried. Some of this copy 
,;runs 800 lines. The balloon and pho- 
tograph method of developing the 
introductory experiences of consum- 
ers is also used. 


Goes to Far East 


John F. McKiernan, Jr., advertis- 
ing manager, General Milk Company, 
has left for a tour of far eastern 
countries, to be gone two or three 
years. He served three years with 
the Latin American Division of J. 
Walter Thompson Company in New 
York, Brazil and Argentina. 


. 
Starts Radio Agency 
Leonard F. Winston, formerly han- 
dling special promotion for the New 
P. M. Boggs, vice-president of| York American and one time vice- 
Canada Dry Ginger Ale, Inc., with| president of Surety Underwriters 
experience in all its merchandising Corporation of Boston, has resigned 
| activities, has been placed in charge | as sales promotion manager of Acme 
of its alcoholic beverage sales. | Broadcast Productions to establish 
His division will specialize in | his own radio and program service 
agency in New York. 
|}alcoholic beverage sales and mer- 
chandising under the control of the | 


Sales of Liquor 


general sales management. The| Selects McJunkin 
= = — will coneeee to McJunkin Advertising Company, 
market these beverages, as hereto-| Gnicago, has been appointed to han- 


fore. dle advertising of Chicago Hardware 

P. D. Saylor, president, said the| Foundry Company, North Chicago, 
company’s rapid growth in alcoholic| Ill, maker of Sani-Ware_ kitchen 
| beverage distribution necessitated | utensils. National magazines will 
‘the expansion and new sales set-up. | be used. 


Trigiddaire 


FOUND MILLIONS OF PURCHASERS 


FRIGIDAIRE, A DIVISION OF 
GENERAL MOTORS, MAKES THE 
FOLLOWING STATEMENT: 


“Frigidaire first used The Saturday 
Evening Post to sell the idea of elec- 
trical refrigeration. Frigidaire contin- 
ued to use The Saturday Evening Post 
during the time when electrical refrig- 
eration was looked upon as a luxury. 

“Today, we use the Post when Frigid- 
aire is recognized by millions as an 
economical home necessity. And today, 
there are a million and a quarter more 
Frigidaires in use than any other 
automatic refrigerator. 

“We attribute the success of Frigid- 
aire’s advertising in no small measure 
to our continued use of The Saturday 
Evening Post during all the years of 
Frigidaire’s growth.” 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND 


LIFE TO THEIR CHARACTERS IS 


THE SAME POWER THAT GIVES 


NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


17 SINS LISTED 
IN HALL'S BOOK 
ON ADVERTISING 


Easton, Pa., Aug. 23.—There are 
17 things in advertising out of which 
S. Roland Hall, advertising manager 
and writer, gets a hearty laugh, so 
Mr. Hall has listed them in the first 
of a series of pamphlets which he 
proposes to publish. The _ initial 
booklet is given the title, “It Is to 
Laugh,” with the further elucidation, 
“Things in advertising practice that 
make general business exeeutives 
laugh.” 

At the head of his list of ailments 
afflicting advertising, Mr. Hall has 
placed, “The Infallibility of Adver- 
tising.” T’aint so, says he, and for 
the price of a postage stamp will 
recite a list of advertising failures 
for anyone interested. 

“Unwillingness to See Failures in 
Advertising Analyzed” comes next. 
Surgeons have profited much from 
post-mortems, according to the 
writer, but the advertising field has 
been without benefit of dissection. 
Editors of advertising papers, he 
avers, regard this diversion as too 
dangerous—largely to themselves, 
since their own advertisers crave 
lots of sunlight in the editorial col- 
umns. 


Lists Other Absurdities 


“Gamble Now Removable from 
Advertising Campaigns” is another 
slogan which causes Mr. Hall to 
chuckle, he confesses. “Advertising 
Is Investment” is another. Mr. Hall 
thinks it is expense. 

“Advertising Must Be _ Strictly 


Continuous to Be Successful” is an- ati 
other shibboleth which should be Go. 
abolished, according to the author. 

The “unreasonable differential in 
newspaper rates” receives its proper 
need of attention from Mr. Hall, 
who then proceeds to flay the much 
extolled “outside point of view.” 
The “horror of press agenting” is 
not as horrible as editors would 
have advertisers believe, he contin- 
ues. He next touches lightly on the 
“lack of flexibility in the advertis- 
ing agency commission,” believing 
that its rigidity is the chief reason 
for most of the splitting of com- 
missions which he says prevails. 

“Who is the employer of the ad- 
vertising agent?” Mr. Hall then asks, 
asserting that at least one admits 
that publishers are the bosses. 

Despite all these and similar ab- 
surdities, Mr. Hall avers fervently, 
advertising has its place, the place 
of a “servant, a plain hired man— 
to be used at will and paid for ac- 
cording to his service.” 


Bigger Horse Laughs 


“General business executives,” he 
says, “pay no slavish tribute to the 
god of advertising, have no rever- 
ence in his presence. They will keep 
on smiling at the specious reasoning 
and special pleading for advertising, 
the stubbornness about general re- 
form, the fear of free discussion. 

“T used to think that the many 
brainy men within advertising would 
have the foresight to see the trend 
of the times and put the advertis- 
ing house in order,’ Mr. Hall con- 
cludes. “I do not think so now. I 
do not think that anything but more 
and bigger horse laughs will bring 
this really great force of business 
around to its proper place.” 

Copies of the pamphlet may be 
secured from the author, College 
Hill, Easton, Pa. The price is 40 
cents, or three copies for $1. 


Separate Industry and 
Theater Units Set Up 


Audio Productions, Inc., New York, 
has separated its theatrical and in- 
dustrial film production in a move 
to obtain greater concentration and 
freshness in treatment along with 
novelty in idea. 
Frank K. Speidell has been named 
director of the industrial division, 
and F. Lyle Goldman will head the 
theatrical division. In addition to a 
his other duties, C. H. Bradfield, Jr., : 


has been made director of the service 
division. 
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FTC Repeats 
Request for 
Commercials 


—_ 


Washington, D. C., Aug. 23.—That 
not all radio stations have been sup- 
plying advance copies of all adver- 
tising continuity to the Federal 
Trade Commission, as requested by 
the commission some time ago, is 
indicated by the announcement this 
week that the commission has sent 
a warning to those stations not com- 
plying with the order. 

Under the commission's order, as 
reported in the May 19 issue of 
ADVERTISING AGE, copies of the ad- 
vertising continuity for all products 
sold in interstate commerce must 
now be submitted to the FTC, thus 
allowing the commission to check 
radio advertising in the same man- 
ner that newspaper and magazine 
advertising is checked. 

“Most stations have cooperated 
with us to the fullest extent,” Com- 
missioner Ewin L. Davis declared 
in commenting on the warning, “but 
those who have not and do not may 
expect that we shall keep especially 
close watch on them and that the 
Federal Communications Commis- 
sion will likewise be kept fully in- 
formed of the situation.” 


The latter body, which has gob- 
bled up the old Federal Radio Com- 
mission, has complete charge of the 
licensing of radio stations. 

During July, the first month for 
which reports from stations were 
requested, the FTC received 1,364 
weekly reports, and as a result has 
notified several advertisers and 
broadcasters that their 
continuities are false or unfair, 
must be changed. 


To Advertise Italian 
Band in 100 Papers 


About 100 newspapers in 35 cities 
will carry advertising of La Banda 
Camice Nere di Mussolini, which 
arrived this week from Italy for a 
tour of the United States to end in 
January. In addition, outdoor adver- 
tising will be used. 

The advertising is being handled 
by Wylie B. Jones Advertising 
Agency, New York, The Blackshirt 
3and bears Il Duce’s name, but that 
only. Investigation of the report 
that he is sponsoring it as a good 
will movement and had appropriated 
an advertising fund for it, proved the 
rumor to be without Snuncution. 


Manages Morton Office 


Formerly in charge of the Scott 
& Bowne advertising department, Ida 
Clarke has become office manager of 
the Wm. J. Morton Company, news- 
paper representative, in New York. 
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BASES COPY ON 
INDIVIDUALITY. 
OF NEWSPAPERS 


Milwaukee Bank Runs Three 
Distinct Series 


Milwaukee, Wis., Aug. 23.—The 
theory that every newspaper is dif- 
ferent from every other paper, ap- 
pealing with special force to some 
particular class, is to receive the acid 
test in a new campaign by the First 
Wisconsin Nationa! Bank of Mil- 
waukee. 

The new program consists of three 
distinct series of newspaper adver- 
tisements which are to run concur- 
rently in the city’s three leading 
dailies, each series being custom-tai- 
lored to the character, personality 
and coverage of the medium in which 
it appears. The idea, copy and lay- 
outs are products of the bank’s own 
advertising department, headed by 
M. A. Lemkuhl. 

Under this plan, one newspaper is 
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Crrs 
Des Moines 
CEDAR RAPIDS 
Des Moines 
Davenport 
Davenport 
Sioux City 
Sioux City 
Mason City 
Waterloo 
Dubuque 
Clinton 


40-mile radius . 


New York 


Cedar Rapids Gazette placed SECOND in total advertising lineage of all Iowa 
daily newspapers for the first six months of 1934. We think (we would, of course) 
that the following record should be of vast importance in determining where fall 


advertising schedules shall be run in middle-western newspapers. 


Total Lineage..lowa Newspapers..| st Six Months 1934 


AS REPORTED to EDITOR and PUBLISHER 


POPULATION PAPER LINEAGE 

142,000 Tribune 3,500,035 
56,097 GAZETTE 3,427,560 

142,000 Register 3,213,474 
60,071 Times 3,197,838 
60,071 Democrat Did not report 
79,183 Journal 2,372,125 
79,183 Tribune 2,144,000 
23.304 Globe Gazette 2,137,482 
46,191 Courier 2,132,912 
41,679 Telegraph Herald 2,023,224 
25.726 Herald 1,743,432 


Corn represents a basic prosperity factor in the trade area surrounding Cedar Rapids. 
yield is assured by the fact that this area has been favored by ample, timely rains. 
corn and buying power are synonymous, your sa'es message in the Cedar Rapids Gazette stands 
more than a gambler’s chance of attaining its purpose. 
. the garden spot of Iowa! 


“Blankets Iowa’s Richest Market’ 


Ceodur Rapids Gazette 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER COMPANY 
Chicago 


Coverage and influence within an average 


Detroit St. 


A normal 
And, since 


earrying weekly advertisements of 
630 lines of an educational-institu- 
tional nature designed, first, to de 
velop a better public understanding 
of basic banking functions and poli- 
cies, and secondly, to reflect the 
standing of the First Wisconsin in 
Milwaukee. 


Use Different Appeals 


The second newspaper is carrying 
weekly copy of 625 lines designed to 
identify the banks of the First Wis- 
consin Group as “savings headquar- 
ters.” The third is running weekly 
advertisements of 375 lines addressed 
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FIRST WISCONSIN 
WATIOMAL BANK g Mileaals 


Bene : | 
One of the 


pieces of copy in 
series B. 


primarily to business men. This se- 
ries is designed to combat the pop- 
ular fallacy that banks today do not 
desire to make loans. 

Mr. Lemkuhl admitted that there 
is considerable duplication of circu- 
lation among the three papers con- 
cerned. 

“On the other hand,” he pointed 
out, “each paper has attracted its 
readers through its own editorial 
tone and personality —through its 
differences from rather than its sim- 
ilarity to the others. Hence the logic 
of a special series of advertisements 
fitted to each medium.” 

The most difficult task facing the 
financial advertising manager, it is 
generally admitted, is to advertise 
the credit facilities of the institution. 
Highly optimistic copy attracts a 
horde of loan seekers who cannot 
hope to qualify for credit; too con- 
servative advertising, on the other 
hand, is likely to discourage busi- 
ness men who can measure up to the 
bank’s standards. 


Sample of Copy 


While the First Wisconsin Na- 
tional Bank does not claim to have 
solved this difficult problem, here is 
a sample of its current advertising 
addressed to business men, which 
ran under the head, “Granting Credit 
Where Credit Is Due”: 

“A primary function of any com- 
mercial bank is to meet the legiti- 
mate short-term credit needs of re- 
sponsible business firms. At the 
same time, the funds of depositors 
must be protected under all condi- 
tions. Hence the importance of con- 
servatism, experience and mature 
judgment in bank management... 
As an outstanding commercial hank, 
the First Wisconsin offers complete 
service based on sound banking prin- 
ciples and backed by extensive re- 
sources.” 

The First Wisconsin National Bank 
is the largest in Wisconsin and ranks 
30th in deposits among banks of the 
country. A corporate member of the 
Financial Advertisers Association, it 
has been a consistent advertiser for 
many years. 


GRANTING CREDIT 


WHERE CREDIT IS DUE 
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tected wader all conditions, Hence the importance of conservation, 
} experence and mature judgment in bank management 


standing commercial bank, the Fira Wisconsin offers complete service 
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based of sound banking principles and backed by extensive resources. 
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«FIRST WISCONSIN 
WATIONAL BANK of Milwaukee 
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19 comvement Offices and A ffilrated Banks 
on Greater Milwaubee 
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SHARPSHOOTING 
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Dy Hew sckdom see their memes in the henilinn 
2 Bet as s group, they are tremendously tempor. 
eat people — 


served by 


total 23 billiee dollars and this ls the money wned by bamks ie ck 
tag booms and tevestments |i ts the foundation of the met. | 
ing credit — eosentiol to agriculture, tadustry amd gevermmen: kn 
Here in Mibwauker, more then 150,000 men sed women dh ccn 
their savings ot our 19 cowvenient offices and affiliated beni. [, 
protect the fumde of these savers, it is our policy te obserre omen 
vative banking principles ot all times This poliey har med: us 
hank « dependable institution for 81 years It will continue te sure 
evend benking i= the future Mey we serve you? 


FIRST WISCONSIN 


NATIONAL BANK of Milwankrs 


1@ First Wisconsin Giflees sud Affiliated Beaks 


FIRST WISCONSIN NATIONAL BANK Readers State Rank WF Femnd de tant, 
Mee 8. 249 North Waser Sere Chinwm Banh of Mt ae 
Seemet Berd ee NM Tieden © Kien «Bae Sete Fer. Rone 
Bey View (thee S Kinmichinnec mrar Russeit Merchants & Farmers State Bank 
Commerce then © Welly and N. Pranbinnen manip 
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Typical copy in series A, designed 
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Schick i Controlling 
Owner of Dry Shaver 


The statement, appearing recently 
in ADVERTISING AGE, that Colonel Ja. 
cob Schick, inventor of the Magazine 
Repeating Razor and the Schick Dry 
Shaver, has no interest in either the 
Magazine Repeating Feizor Company 
or Schick Dry Shaver, Inc., 


was in 


Officials of Schick Dry Shaver 
state that Colonel Schick is 
president and virtual owner of that 
which both manufactures 
and distributes. 
in the Magazine Repeating Razor 
Company except as a stockholder. 


He has no interest 


Bert Crane with 
New York Mirror 


A. J. 


(Bert) Crane has been ap 


pointed to take charge of the Chi 
cago office of the New York Mirror 


succeeding L. Daniel Blank, who has 


returned to New York. 
Mr. Crane was formerly on the na 


tional advertising staff of the Chi 
cago Daily News. 


Fag Consumption Up 
After two months of declines, cif 
arette production in July resumet 


.|the increases over last year whic! 


each previous month has shown sinc 
November. July output was 19.2 per 


cent over July, 


1933, and for the 


seven months production was 9.8 pe! 
cent greater than last year. 


McKinney Joins Photog 


C. D. McKinney, former assistan' 
advertising manager of Armour & 
Co., has joined the staff of Shigeta 


Wright, Inc., 
as promotion man. 


Chicago photographe! 
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New York 
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KAPID COPY SERVICE 


(Vanderbilt 3-3680 
)Plaza 3-1360 
Cleveland: Main 9335 
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A typical advertisement in series C. 
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FAUROT’S 
BIGGEST CAS 


WHO MADE THE 216,948 FINGERPRINTS 
IN 532 COPIES OF TIME? 


WHY DID THEY PAW OVER 964 OUT 
: OF EVERY 1000 PAGES? 


: WHAT WERE THEY LOOKING FOR OF VALUE? 


WHAT ELSE DID JOSEPH ARTHUR FAUROT, a <% 
THE PIONEER FINGERPRINT CRIMINOLOGIST, en. 
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" The Weekly Newsmagazine 


NOW ON THE PRESS—‘“TWO HUNDRED THOUSAND a 
— FINGERPRINTS,” the story of TIME’s fingerprint survey, will 
be sent soon to all persons on the TIME mailing list, to other 


advertising men on request. 
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tionally advertised during September, automobile and Mobilgloss, for of aircraft engines and especially to Heads Western Sal 
SOCONY-VACUUM October and November in Collier’s,| cleaning and polishing the finish. | the developments in aviation which Mark A. Selsor, with offices my 
Liberty and Saturday Evening Post. | s ' aent Plead | pertain to lubrication.” seer eg ie ahaa — in Chj 
First insertions in all three publica- | a | It will be published six times | ager of the Review of ean man “9 
PISHE PLANS tions have already appeared. These products are in addition to|yearly. The first issue describes | the Golden Book, and in adanen Al 
Most of the Collier’s and Liberty| other Socony-Vacuum specialties, in-| several new planes and devices, and | will represent Christian (¢ atury B © 
a insertions are 85 lines. In the Post,| cluding radiator flush, radiator|includes an article on Aero Mobiloil | the midwestern territory. He for . 
they are principally eighth pages,| cleaner, top dressing, touch-up black, | in which results of a survey are cited|™Merly was advertising managor ¢ . 
with two quarter pages and another | polish cloths, wiping cloths, brush | bringing out the fact that cost of | Review of Reviews. 
half page mixed in. and cleaning fluid. oil is but two per cent of mainten- | 
The new supplies carry the Mobil The company figures the average| ance costs in commercial aviation, Tastyeast to Dorland 
. . name and lean on prestige already | expenditure on specialties for each | but items dependent upon the quality! porland International, Inc N Ga 
Four-Point Progran iS Put built by Mobiloil, Mobilgas and|of the 20,000,000 motor cars in United |of lubricants, such as engine over-| York, has been appointed t. a e 
’ Bobilgrease. Outlets already estab-| States should be from $1 to $3. haul, replacement of worn parts and advertising for Tastyeast, Inc, Tree. ws 
Into 0 eration lished number over 50,000. The| The new pictorial magazine, | depreciation of equipment, run from | ton, N. J. all 
D packaged line, designed “to sell on| “RPM,” edited by L. A. McVey of | 20 to 45 per cent. aamennene men 
sight,” consists of Mobil Handy Oil|Socony-Vacuum’s aviation depart-| ——_—_—~ Odorono to JWT 
New York, Aug. 23.—An expansion i a, ane housencié — areas ” apg beter aan “News” Is Weekly Advertising of Odorono Deodorant I 
Bs “it tan tnvetinginn ested te toe Obl. obil Upperlube for top cylinder | tion = 5 its branches” and wi The Gainesville, Fla., News has dis-| product of the Northam Warren ¢,,. ha 
hese aMipcl? : Agel: lubrication and places requiring pene-| cover “improvements in the efficient, | continued publication as a daily pa-| poration, New York, has been pj, we me 
. vertising, a change in policy intro-/tration, Mobilwax for waxing the| economical and dependable operation | per and will continue as a weekly.| with J. Walter Thompson enn — a 
ducing direct industrial sales, in- ES RL OLE LOO EP kIT IE et. Reece nT Si isc lA a Secon mPany ad 
auguration of a new line of auto- 
mobile specialty products and the 
launching of a new magazine, “RPM,” 
for the aviation field are embraced in 
a program to develop its markets be- 
ing put into operation by the Socony- 
Vacuum Oil Company, whose agency 
is J. Stirling Getchell, Inc. r O im” , 
Territorial expansion to date has 


been made in two sections, New 
Jersey and western Ohio. This de- 
velopment further obliterates’ the 
boundaries set up when the old 


Standard Oil Trust was dissolved in 
1912 and the Standard Oil Company 
of New York was assigned to the 
New York and New England areas, 
and Standard Oil Company of New 
Jersey, to the middle states. 

Socony products will soon be avail- 
able to motorists in New Jersey as 
well as New York. The state is one 
of the most highly competitive cen- 
ters in the petroleum industry, 
boasting about a dozen large com- 
panies, in addition to a large number 
of independent companies. 


Change Company Name 


In Western Ohio, Socony-Vacuum 
took over the Queen City Petroleum 
Products Company, operating in 20 
counties with Cincinnati as distribut- 
ing headquarters, last spring. That 
company had handled Mobilgas and 
Mobiloil for four years. Now full 
resources and service of the Socony- 
Vacuum organization are offered in 
that territory and a program of re- 
tail expansion has been launched. 
The name of the territorial organiza- 
tion was changed to “Socony-Vacuum 
Oil Company, Inc., Queen City Petrol- 
eum Products District.” 

In Ohio, Socony-Vacuum is using 
newspapers three or four times a 
month. In the other new territory, 
advertising awaits completion of dis- 
tribution arrangements. 


The direct selling policy applying 
to industrial lubricants and direct or 
jobber sales was announced last week 
in a full page newspaper advertise- 
ment. The territory involved in- 
cludes the Southeastern states of 
Maryland, Virginia, West Virginia, 
North and South Carolina and the 
District of Columbia, where for the 
past 25 years these products, sold 
there for 60 years, were handled by 
a single large distributor. 


The announcement was of institu- 
tional character. It stated that the 
makers of Mobiloil and Gargoyle in- 
dustrial and marine lubricants are 
now ready to sell direct to dealers 
and industrial plants. (The marine 
lubricants had been handled in this 
way _ before.) It offered Socony- 
Vacuum engineering services and re- 
search facilities and in illustrations 
cited some of the achievements of 
the products. 


Open New Office 


Divisional offices were opened in 
Baltimore. New warehousing and 
distribution facilities have been 


established in key cities of the terri- 
tory. C. G. Swank, with the company 
17 years, is in charge of the South- 
eastern division. Fred Callahan, for 
many years connected with Mobiloil 
sales in the South, is the territorial 
sales manager. 


This phase of the general program 
was put into operation after an ex- 
tensive survey which revealed {m- 
proved industrial and agricultural 
conditions in the region. The com- 
pany plans to spend considerable 
money in developing this market. 

The new specialty line will be na- 
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The 1934 COTTON CROP—More Cash for Evo 


*AAA Report—6/14/34 
**A AA Report—8/8/34 


NOTE: 


***Includes lint and seed; cash paid producers for plow-up, and value of options 
Totals do not include allotment and valuation of 6,396 bales for Kentucky 


The South’s Tobacco Crop Promises Nearly $200,000,0 


Estimated Estimated Value **Federal **1934 Federa Total 
State tProduction *Allotment ttFrom Lint tttFrom Seed Benefits Paid Benefits + 
(Bales) (Bales) $68.25 per Bale $22.30 per Ton to 8/1/34 to be Paid 
Texas a 2,382,000 3,237,530 $162,571,500.00  $26,559,300.00 $10,360,932.35 $24,669,140.\7 HB g28; 
Mississippi 1,062,000 1,098,728 72,481,500.00 11,841,300.00 3,937,377.55 9,048,548 5 7 
Alabama 915,000 884,375 62,448,750.00 10,202,250.00 3,412,918.32 6,987,789 i 6 
Georgia 881,000 874,654 60,128,250.00 9,823,150.00 3,332,253.51 6,784,601 | = 
Arkansas . 756,000 952,669 51,597,000.00 8,429,400.00 3,321,707.91 8,155,665 2 «gS 
South Carolina 620,000 602,209  42,315,000.00 6,913,000.00 2,408,418.94 4,558,485. 4g 
North Carolina 606,000 528,693 41,359,500.00 6,756,900.00 1,827,084.15 3,836,597 EAI = 3 
Oklahoma 509,000 782,631 34,739,250.00 5,675,350.00 1,455,531.10 7,284,51 ig 
Louisiana 446,000 525,028 30,439,500.00 4,972,900.00 2,030,296.64 4,293,153.3HRSS = 3] 
Tennessee 368,000 337,125 25,116,000.00 4,103,200.00 1,119,470.28 2,890,832 i 27 
Virginia 35,000 31,823 2,388,750.00 390,250.00 61,650.12 186,211.02 
Florida 21,000 24,683 1,433,250.00 234,150.00 76,607.47 208,569.40’ 1 
TOTAL SOUTH 8,601,000 9,880,148 $587,018,250.00  $95,901,150.00 $33,344,248.34 $78,904,112 2 $796 
Other States 583,000 72,642 — 39,789,750.00 6,500,450.00 — 1,327,709.33 4,642,566.) 38 
TOTAL U. S. 9,184,000 10,452,790 $626,808,000.00 $102,401,600.00 $34,671,957.67 $83,546,679-8R” $334 


tU.S.D.A. Cotton Ret 
ttPrices on designate 


tttU.S.D.A. Farm Price 4 
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ADVERTISING AGE 


background are weaklings in any Lowell Agency Moves, 


market. ‘Go get a reputation before St fF 
I'll esteem you or choose you from Enlarges Copy 


eae igen ge aman IN MEMORY OF FOUNDER 


August 25, 1934 


Ee A 


- Belknap to Agency | 


warren H. Belknap, formerly con- 


ook leads 


P 4 ’ , taj | or : ’ — I imer Lowell Company, THE LENCTHENED SHADOW OF A MAN 
nected with Young's ae For Return to among competitive things,’ says the Pigg Pag a ncaa Gane. Pertypen 
y, San Francisco, as account| | public to practically all it buys. ~ 4 ’ = ' nt * Aen a 
agenc,. * ‘ ‘ irec A l - , : ‘ ved its offices to the entire 
executive, ag ge ge tester Sound ppea S “Reputation is the best of all sell- a pati at 369 Lexington Ave. This 
- for 8 ee ’ ‘ % are - ’ ‘ se2 5! : 
f - for re ing factors. ee is the fourth expansion in three 
mete ——— | Chicago, Aug. 23.—The throngs built skilfully with — P ag x. | Years. : _—"" 
° . ‘are hungry for the finer things of Vertising arrangements utterly ac -|" Vivian Sturgeon, formerly with 
Druggists Have Drive — life. while many advertisers persist ing in distinction, character and con-| pediar & Ryan and Paul Corne 


the direction of tinuity. 
“Today’s sales are important; but 
what of the effort that builds no sales 


tomorrow? I would rather own the 


Company, has joined the copy de- 
partment of Mortimer Lowell Com- 
pany. 


bt in the notion that phantasy flavored 
rye ~ Mena phe mc with smut is the only appeal which 
sco Se PUBEIS'S t.. .a.\is universal. This is the theory ad- 


- launched a cooperative ad- ‘ en ae 
campaign placing copy in vanced by Glen Buck, Chicago adver- 


Under 
Gaines 
Franc} 
tion h 


re New York 


yertisine 


| dailies tising agent, in his new _ book, intangible entity that is personalized | 
er saeeinocnieniage \“What’s the Matter with Advertis- in the Ivory Soap name than all “0g Lewis H. Yoemans, formerly with 
| ¢ > . P iy gear ee = ete 
[ i assets that Procter & Gamble Le Livingston Advertising Agency, 
Ty ing? other asse eam Livinnt ; 
Whiting Appointed 


ened d: ot qty end ere 90 oe mee Radon 


has been appointed San Francisco 
manager for J. Stirling Getchell, Inc., 
succeeding W. H. Mason, recently 
transferred to the Detroit office. 


ae re ee 


nF .._| “The building of a definite concept} possess. Advertising, in its larger 
Pronk Whiting Dee Secs ous | for a product and all that it stands 


F i f sense, is reputation-building. 

, > r Sz ancisco of- nant : £3 ” pe ie ‘ et ie 8, 
of = :H -alleeny token |for is the objective of advertising, And that’s no job for amateul 
ihe Paul H. Raymer any, | 


| said Mr. Buck. “Goods that have no) bunglers or vulgarians. 
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‘tc MARSHALL FIELD & COMPANY 
radio station representative. = 


Total 


**Farm Value 

1933 Crop 

% §288,431,199.00 
8 = 76,321,808.00 
4) 63,590,542.00 
ff 69,214,607.00 
2 §©§9,095,790.00 
46,450,623.00 
39,670,830.00 
80,058,896.00 
31,951,056.00 
27,551,515.00 
2,166,337.00 
1,879,404.00 
» $796,382,607.00 
38,138,166.00 
2 $834,520,773.00 
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South T 


| Life As Bustness I 


Georgia and South 
Carolina tobacco markets, open- 
ing August 1 and August 9 re- 
spectively, report prices running 
double the opening prices last 
year. Thus, a somewhat shorter 
crop, estimated to produce 
927,785,000 pounds (U.S.D.A.crop 
estimate) against 1,255,154,000 
pounds last season, promises to 
bring a larger cash return to 
growers. The crop of 1933 brought 
to tobacco growers of the South 
the sum of $163,687,000 (June 
Crops and Markets, U.S.D.A.). 
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250 PARK AVENUE 
New York City 
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Cd Southern Ruralist 


EDWARD S. TOWNSEND CO. 
San Francisco 


—for this 
Market 


use — 


PROGRESSIVE 


FARMER 


Close to Its Readers 


—Progressive Farmer, with its five 
separate editions and with its sev- 
eral full-time editors located in the 
centers of the most important agri- 
cultural divisions of the South, is 
close to the able-to-buy farm fam- 
ilies of this, the most prosperous 


area in America today. 


It Has More Readers 


—Progressive Farmer's circulation 
(nearly 900,000) exceeds that of 
any other publication in this terri- 


tory. 


Confidence 


—Progressive Farmer reader confi- 
dence, built up through unequaled 
service to its readers, has brought 
an unusual response to advertisers 
and thus has built up an ever- 
growing advertiser confidence, as 
shown by the constantly increasing 


lead in volume of business carried. 


BIRMINGHAM 
RALEIGH 
MEMPHIS 

DALLAS 


DAILY NEWS BLDG. 
hicago 


Six-column advertisement for 
Marshall Field & Co. which ran in 
Chicago papers Aug. 18, cele- 
brating the |00th anniversary of 
the birth of Marshall Field. 


CEMENT MAKERS 
BEGIN DRIVE ON 
HOME BUILDERS 


New York, Aug. 23.—Tying up with 


the Federal government’s home 
building program, which leaves to 
the industries involved the sales 


promotion and advertising work of 
popularizing the financing facilities, 
the Portland Cement Association is 
conducting a home builders contest 
in the metropolitan New York area. 
The current campaign is in the 
form of a test, with the possibility 
that at the end of three months the 
promotion plan may be extended to 
other cities. The association chose 
the New York metropolitan area as 
the largest single building market. 
The contest was announced in a 
three-column, 150-line advertisement 
in the Sunday New York American, 
New York Herald Tribune and New 
York Times. The insertion in the 
first was in black and white. In the 
Tribune and Times the announce- 
ment was in the rotogravure section. 
The association plans to run one ad- 
vertisement of the same size each 
week until October, using these three 
mediums in rotation. At the conclu- 
sion of this period, results will be 
analyzed and future plans developed. 
To stimulate use of concrete block 
masonry in private homes is the pur- 
pose of the new promotion. Special 
appeals being stressed are beauty, 
durability, fireproof qualities, clean- 
liness and freedom from vermin and 
insects, economy in original invest- 
ment and maintenance, and adapta- 
bility in shape, surface and color of 
the concrete masonry. 


Features Prize Contest 


The copy in subsequent advertise- 
ments will remain about the same, 
but the illustration, an actual exam- 
ple of the use of concrete masonry 
in home building in the metropolitan 
area, will be changed to better show 
the versatility of this building ma- 
terial. 

Twelve prizes, amounting to $3,000 
in cash, are posted. The first is 
$1,500; the second, $500; and the 
remaining ten, $100 each. Persons 
building homes either for their own 
occupancy or for sale are eligible to 
enter. The structures, however, must 
be started and completed between 
Sept. 1, 1934, and Aug. 31, 1935. 

Results of the initial announce- 
ment proved that there is a wide 
interest in the promotion. Special 
literature, including a booklet on 
rules and two other pamphlets on 
the use of concrete masonry in home 
construction, is being printed now 
to back up the newspaper advertis- 
ing, which employs coupons. 


Blackman’s New Branch 


The Blackman Company has 
opened a San Francisco office in the 
Russ Bldg. with H. G. Curran as 


Pacific coast manager. 
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TRIPLE POSTER 
CAMPAIGN USED 
BY FIRE-CHIEF 


Develop New Technique in 


Outdoor Field 


New York, Aug. 23.—Texas Com- 
pany is concluding a novel outdoor 
campaign which supplemented its 
summer advertising in magazines, | 
newspapers and radio. For the last | 
three months Texaco has departed | 
from the beaten path of outdoor ad- | 
vertising by using a “triple-barrel | 
shotgun.” 

Instead of the’ time-honored | 
“poster-a-month,” the Texas Company 
ran what amounted to three differ- 


ent outdoor campaigns each month. | 


In other words, each neighborhood, 
which ordinarily would gaze upon 
three identical Texaco posters, was 
given the opportunity to look at 
three different advertisements 
crammed with human interest. Nine 
different posters were used during 
the three months just ending. 
According to the Texas Company, 


this technique has never’ been 
utilized before, probably because of 
the heavy production cost. This 


drawback, however, is believed to 
have been more than _ counter-bal- 
anced by the high attention value 
surrounding the campaign. There 
was no premium attached to the ac- 
tual posting, the posters’ being 


erected in the stipulated order with-|- 


out difficulty. 
Three Different Appeals 


The first three posters, used in 
June, glorified the American young- 
ster in his enthusiastic emulation of 
Ed Wynn, the Fire Chief. One of the 


USES THREE POSTER DESIGNS SIMULTANEOUSLY 


fel 


“Gj 


Sg 


fy “The finest gasoline weve ever made !” 


“EMERGENCY” ACTION IN EVERY DROp | F°. > 


™ wm, 


aan 


The July trio of posters were 
aimed chiefly at the tourist market, 
said to reach its greatest proportions 
in that month. For August, Texaco 
turned to the feminine appeal, the 
noted Bradshaw Crandall being se- 
lected to transfer Ed Wynn’s famous 


Scotties which attracted so much at- 
tention a few years ago came back 
to help his young master get to the 
scene of conflagrations with the aid 
of Fire Chief gasoline. 


helmet to the auburn locks of a win- 
some miss. 

The new use of outdoor advertis- 
|ing was developed for the Texas 
| Company by Hanff-Metzger, Inc., New 


Important information to manufac- 
turers who have products for use 
in eating and drinking places. But 
this figure is just one of the many 
interesting figures brought to light 
in the market survey just com- 
pleted by The OUTFITTER of 
Eating and Drinking Places. 


f 


BEER ond BAR r 
EQUIPMENT — 


‘OUTFITTE 


This survey is FREE to 


1,931 OUTFITTERS SELL 
COOKING EQUIPMENT! 


The survey just completed by The 
OUTFITTER of Eating and Drinking 


date information available. 
vey is filled with specific as well as 
general market 


of Eating and Drinking Places 


The OUTFITTER of Eating and Drinking Places 


(Formerly BEER and BAR EQUIPMENT) 
Published by 


Because of many changes which 
have taken place in this industry 
in recent months, market informa- 
tion compiled as late as 12 months 
ago is now obsolete. Depression, 
3.2 beer, business recovery and re- 
peal —all have had far-reaching 
effects on the industry. 


*laces contains the latest, most up-to- 
This sur- 


information on_ the 

ollowing: 

Gas Heavy 
Equipment 

Electric Heavy Duty Cooking 
Equipment 

; Gas Counter Cooking Equip 

— ment 

Electric Counter Cooking 
Equipment 

Glassware 

Silverware 

China 

Utensils 

Appliances 

Bars 

Bar Supplies 

Wood Furniture 

Metal Furniture 

Soda Fountain Equipment 

Refrigeration 

Sheet Metals 


This information will enable 
manufacturers to most econom- 
ically and efficiently plan sales 
programs for the marketing of 
products for use in eating and 
drinking places. 


Duty Cooking 


you upon your request 


The Texaco outdoor displays for August, one of the months in which 
the company is following its unusual idea of using three different 
designs simultaneously, each of which stays on the boards a full month. 


DOMESTIC ENGINEERING PUBLICATIONS 


1900 Praise Ave. = |§  *  Cmicaco. lissnors 


York, agency in charge of the ac. 
count. Production was handled by 
the eastern division of the Atlantic 
Lithographic & Printing Company. 
Another Texaco item of current 
interest is that Ed Wynn was given 
the week off to attend the convention 
of the National Association of Fire 
Chiefs in Milwaukee, where he was 
initiated into the order as an hon- 
orary member. 


Advertising of 


American Grain 
Whiskies Begun 


Detroit, Mich., Aug. 22.—Having 
completed construction of its new 
rectifying plant, American Grain Dis- 
tillers, Inc., leading Detroit distiller, 
began marketing operations this 
week with the support of an intro- 
ductory newspaper campaign con- 
ducted under the supervision of the 
company’s new agency, Brooke, Smith 
& French, Inc. 

The campaign, which for the first 
three months will be confined to the 
state, will assume national propor- 
tions as soon as national distribution 
can be developed, according to Mau- 
rice Nathanson, president of the dis- 
tillery. 

With the beginning of operations 
by American Grain Distillers, Mr. 
Nathanson and his brother, Sydney 
Nathanson, for years identified with 
the Canadian liquor industry, make 
their debut in the United States mar- 


ket. Maurice Nathanson formerly 
was connected with Distillers Cor- 
poration, Ltd. (Seagram’s), and is 


president of Distillers’ Products, Ltd. 

The new liquor products to be 
placed on the market by American 
Grain Distillers include four straight 
and blended whiskies—Millionaire’s 
Club, Red Wing, White Owl and 
Green Mountain—and two gins, Ad- 
miration Dry Gin and Sampson’s 
London Dry Gin. 


Martin Changes Work 


Winthrop Martin, former manager 
of the L. H. Waldron agency, San 
Francisco, has joined Bowman, Deute, 
Cummings, San Francisco. 


Changes Size, Format 

“Exide News,” dealer house organ 
of the Electric Storage Battery Com- 
pany, has changed to 8-page 11” by 


EVERY WOMAN'S 
BIG CHANCE IS 
MADE AVAILABLE 


Pro-Phy-Lac-Tic Offers 
‘Ideal Marriage’ Contest 


Florence, Mass., Aug. 23.—Capi- 
talizing the match-making talent 
ascribed to every woman and many 
men, Pro-Phy-Lac-Tic Brush Com- 
pany will shortly launch a 60-day 
“Ideal Marriage Contest” in which 
20 McMurdo Silver World-Wide ra- 
dios, listed at $375 each, will be 
awarded to writers of winning let- 
ters. Druggists and jobbers’ sales- 
men will also win 20 radios each. 
The new contest, according to Jo- 
seph F. Huber, vice-president in 
charge of sales, was arranged in re- 
sponse to requests from retailers, 
who remember pleasantly the im- 
pulse to sales given by a jingle cam- 
paign a year ago. 

The contest will feature three film 
favorites: Jack Holt, Gene Raymond 
and Lowell Sherman. Given equal 
prominence are 12 girl-types, each 
pictured and described, from whom 
the public is asked to select the girl 
best suited to any one of the three 
actors the contestant may choose to 
write about. 

“What type girl should Jack Holt 
marry? What type girl should Gene 
Raymond marry? Or what type girl 
should Lowell Sherman wed?” 


Merchandising Tie-Up 


The match-maker must not only 
answer one of these questions, but 
give the reasoning which resulted in 
the decision. Two radio sets will be 
awarded weekly to Cupid’s assistant- 
ants, while a similar gift will be pre- 
sented to the druggist in whose store 
the tooth brush was purchased and 
to the wholesale salesman who took 
the druggist’s order. 

All entries must be accompanied 
by an official entry blank and a Pro- 
Phy-Lac-Tic tooth brush carton or a 
facsimile. 

Numerous dealer helps have been 
provided, most unusual of which are 
buttons for the lapels of store em- 
ployes, demanding “Who Marries 
Who?” Two special offers have been 
made to retailers, one embracing the 
sale of six dozen brushes with seven 
more free by way of reward for 
display. 

About 100 newspapers in 80 cities 
will carry contest copy on or about 
September 10, the opening date, and 
to Nov. 10, the close. Readers of 
Good Housekeeping, Saturday Eve- 
ning Post, True Story and Woman’s 
Home- Companion will also be ap- 
prised of the contest with copy in 
those magazines. 

Lambert & Feasley, New York, are 
in charge. 


O’Keefe Estate $150,000 


Major Patrick F. O’Keefe, late head 
of the Boston agency bearing his 
name, left an estate of $150,000, 
principally in personalty, according 
to the Boston probate court. The 
chief bequests are to his wife and 
daughter. 


Bredin Elected President 


Lewis L. Bredin, formerly man- 
ager of the screen division of the 
Chamberlin Metal Weather Strip 
Company, Inc., Detroit, has been 
elected president of the company to 
fill the vacancy created by the death 
of his father, Charles H. Bredin, on 
July 10. 


Death of Ralph Gee 


Ralph Gee, 47, advertising manager 
of the Appleton, Wis., Post-Crescent 
for 14 years, died Aug. 16 in that 
city. Mr. Gee was a past president 
of the Appleton Advertising Club and 
vice-president of the Wisconsin Daily 


Langer Promoted 
Rudolph A. Langer, for 26 years 
with American Metal Market, has 
been elected secretary of the Amer- 


16%” gravure tabloid. 


Refusal to Sell 
Policy Stressed 
by J. B. Williams 


Glastonbury, Conn., Aug. 23.—With 
a communication sent to wholesale 
distributors throughout the country 
outlining the steps it urges be taken 
to prevent resale prices from being 
cut, the J. B. Williams Company, 
maker of soap and toilet prepara. 
tions, has joined the growing nun. 
ber of concerns, especially in the 
drug and toilet goods field—who are 
taking vigorous stands to protec 
themselves and their dealers from 
price cutting. 

In its communication, signed by 
Henry K. W. Welch, vice-president 
and treasurer, the company offereg 
the following suggestions to whole. 
salers: 


“That you sell our products to the 
retail trade at our suggested whole. 
sale selling price. 

“That you allow a trade discount 
not to exceed five per cent on the 
sale of full shelf packings. 


“That you allow a cash discount 
not to exceed two per cent. 


“That you do no sub-jobbing, no 
bartering nor exchanging of mer. 
chandise of our manufacture.” 


Retail druggists are asked “not to 
sell our merchandise at less than the 
minimum prices. 

“That you do not barter nor ex. 
change merchandise of our manu. 
facture.” 

In the notices sent to both whole. 
sale and retail trades, the company 
says: 

“We shall continue to exercise our 
legal rights in the sale and distribu. 
tion of our products, and shall do 
everything in our power to protect 
the reputation and salability of our 
merchandise for our mutual benefit 
and equitable profit.” 


How to Fix ‘em 
with the New Cocktail Shaker 
designed for Convenience 


An original creation—this new cocktal 
shaker has smart, modern lines and many 
practical features which heretofore have neve 
been developed in any shaker. ; 

The Bakelite top and bottom provide 4 
natural grip for the hands and protect them 
from icy coldness of shaker—no towels neces 
sary. Top has built-in, non-clogging strainer 
Screw-on feature eliminates leakage and po* 
sibility of top falling off when pouring. ©? 
has capacity of a jigger. 


Two Distinctive Models 


No. 765 Beautiful Satin-Ray aluminum. 
No. 4550 Sparkling chrome plate of 
copper. ; 
Cap on both models is topped with cherry 
red bar. m 
Cocktail cups and trays available for s¢ 


solid 


shaker. 
contains 5¢ 
well as 


Use Shaker as Trade Stimulator 


This new exclusive Cocktail — ealer oF 


West Bend Muminu 


Dept. 878 West Bend, W 


ican Metal Market Company. 
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PACKARD CHIEF 
TELLS GENESIS 
OF NEW POLICY 


Detroit, Mich., Aug. 23.—New mod- 


els of the Packard Motor Car Com- 
pany, to be known as Twelfth Series 
cars, will be shown during the com- 
ing fall, ante-dating production of 


the new line of lower price cars, 
according to a statement by Alvan 


Macauley, president of the company. 
indications are that the new line 
will not be available before the first 
of the year. 

“The Twelfth Series cars,” said 
Mr. Macauley in a communication to 
stockholders and others, “are beau- 


tiful, luxurious, and can be counted 
upon to enhance Packard's outstand- 
ing reputation in the fine car field. 
In styling, they embody the best 
of modern tendencies without, how- 
eyer, entirely departing from the 
well known Packard characteristics. 

“Our new line of cars in the lower 
price field, non-competitive with the 
above, will be completed as to en- 
gineering and testing, and prepara- 
tions will be effected for their man- 
ufacture as rapidly as that can be 
done. We shall take time to do both 
thoroughly and well. When the cars 
are ready for the market they will 
be recognizable as the products of 
Packard and they can be counted 
upon to be outstanding in their sev- 
eral price classes.” 


Analyzes Sales Trend 


Packard operations for the first 
half of 1933 showed a loss, largely 
pecause of the investment made in 
tools for production of the new line. 
Mr. Macauley believes, however, 
that this expenditure is thoroughly 
justified. 

“An analysis of sales tendencies 
over the last several years,” he ex- 
pained, “shows a steady increase 
inthe proportion of automobile sales 
secured by low-priced cars. It has 
been our experience over a period 
of mre than 30 years that with a 
return to more prosperous condi- 
tions, this tendency will be checked, 
since there is no indication that peo- 
ple financially able to buy the best 
in motor cars, or any other product, 
have permanently lost their desire 
to do so. 

“Nevertheless there is not now, 
and for a time past there has not 
been available a sufficient volume 
of high priced car business to en- 
able any of the higher priced manu- 
facturers to show a profit on higher 
Priced cars alone. 

“While it is expected that as con- 
ditions improve, the demand for 
ars in the price class Packard has 
always operated in will recover and 
increase in proportion to the greater 
prosperity, Packard’s new additional 
ne in a price class of large volume 
should produce for Packard a far 
greater number of sales and improve 
's already strong financial posi- 
tion,” 


Stephenson to Edit 
“American Druggist”’ 


Howard Stephenson, for the past 
‘WO years managing editor of the 
‘merican Druggist, has been ap- 
winted editor effective Sept. 1. Pre- 
ously, he had occupied various 
sitions as newspaperman, maga- 
“le writer and editor, and this year 
ad =e first novel, “Glass,” pub- 
shed, 

Under his editorship, the October 
‘ste devoted to Pharmacy Week, 
‘ll be published in three sections, 
“ch with four-color cover, covering 
“erchandising, scientific aspects of 
“armacy and the soda fountain. 


Sunshine Gum Runs 
First Newspaper Copy 


Rj : . . 
ist newspaper advertising to be 
~'*l Sunshine gum, heretofore pro- 


ed at the point of purchase, is 
eo appearing in the Boston 
The 


of Loose-Wiles Biscuit 
P New York, is using the 
cS Paper for several weeks. Copy 
. about 60 lines and is of the 
1 Uder ‘ype. Newell-Emmett Com- 
~? Is the agency. 


Imperial Names Mathes 


The Imperial Paper & Color Cor- 
poration, wall paper manufacturers, 
Glens Falls, N. Y., has appointed 
J. M. Mathes, Inc., New York, Karl 
R. McBride, its president, announced. 
Plans include magazines, newspaper 
and direct mail advertising. 


Race Track Appoints 


Advertising of Narragansett Park, 
race track enterprise at Pawtucket, 
R. I., has been placed with Chambers 
& Wiswell, Boston. Newspapers and 
outdoor displays are being used. 


Miller with “News” 


Claude H. Miller, formerly with 
Hanff-Metzger, Inc., has been ap- 
pointed publisher of the Franklin, 
N. J., News. 


| 
| 
| 
| 
| 


| 


Globe Makers 
Scramble for 
Boston Outlets 


Boston, Mass., Aug. 23.—Boston, 
long closed to manufacturers of elec- 
tric bulbs because of the insistence 
of the Edison Electric Illuminating 
Company on providing globes to cus- 
tomers without charge, again became 
a lamp market this week when the 
Massachusetts Public Utilities Com- 
mission ordered the company to cease 
this procedure. 

Lamp manufacturers, who had 
been watching the case with intense 
interest, were prepared to act quickly 


when the decision was promulgated. | rounding territory served by Edison 
Sales crews waged a short but brisk | Electric, since the average person is 
battle for distribution, while local|content with any brand as long as 
newspapers expect again to carry| Some one else is paying for it. Lamp 
copy designed to reconcile consum-|COmMpanies are confronted with the 
ers to their new necessity of buying|t@Sk of conquering this virgin 
their own electric bulbs and to sel] | ™4rket. 
them on specific brands. The Edison Company, it is under- 
Under the new dispensation, not stood, will handle all types of bulbs, 
only electrical and drug stores, but | acting as an ordinary retailer in the 
groceries, will be outlets for bulb — — — gg ‘7 ae 
sales. General Electric Company has ee a 
made an arrangement with the Great | 
Atlantic & Pacific Tea Company for | ° 
exclusive distribution tomato its | Joins A. N. A. 
numerous local units, while Westing-| Philip Morris & Co., Ltd., Inc., 
house Lamp Works has concluded a| New York, manufacturer of Philip 
similar agreement with the nl oe - — a _ 
: s een made a member o e Associa- 
4g ers ee ee tion of National Advertisers. M. J. 


irtually| Sheridan will represent the com- 
become extinct in Boston and sur- | pany. 


HIRAM 
WALKER 


JOINS 


NEW YORK’S “GREAT WHITE WAY” 


Hiram Walker is one of those advertisers who insist on a balanced adver- 
lising program, and recognize the value of constant reiteration in giving 
vital force to the Advertising Message. 


This beautiful new spectacular in the very heart of the White Light Dis- 
trict, reaching a million or more people every twenty-four hours, intensifies 
and makes more productive every other phase of advertising effort of this 


fine old company. 


Federal Electric is proud of the outstanding names that it has been privil- 
eged to place among the advertisers on New York’s “Great White Way,” on 


Chicago’s famous “Skyline of Signs” and at strategic points in other great 
cities of the country. 


With its national organization and its large facilities Federal Electric is 
equipped to offer to advertisers choice locations and effective service in any 
of the major trading centers, at a cost per thousand of circulation that is 


surprisingly low. 


CLAUDE 


FEDERAL ELECTRIC COMPANY, 
FEDERAL 


NEON 


Inc. 
COMPANY 


225 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON LOUISVILLE MILWAUKEE 
MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 


Subsidiaries: 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL CO. SOUTHWEST 
Oklahoma City, Okla. 


Tulsa, Okla. Wichita, Kansas 
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ADVERTISING AGE 


August 25, 1934 


PROJECTOR AND 
CAMERA IN ONE 
IS INTRODUCED 


New York Bets First Copy on 
Unusual Device 


New York, Aug. First news- 
paper advertising of a 94% mm. mo- 
tion picture camera-projector is ex- 
pected to appear in New York 
shortly after Labor Day on behalf 
of the Midas Camera-Projectors 
Corporation sole owners in the 
Americas, and distributors and re- 
tailers. 


99° 
“ao. 


WE LOOKE 


| Salta canes Yo 


and 


Here’s What These Owners Say—> 


Wheto story they would make Mf we could print them afl! 
The thousands of air mrnts that poor us from Hodewe emd 
Terreplane owners, \sllung = ey chose the cas they did! 


bn this commansty, 7 out of every 8 men and women whe 
neve bought Hudsons and Terraplanse im the pas $ 
onthe booked at other care tuefore tmey dered Im mam 
meen, they drowe and teomnd 4 or 5 other maken That 
te udoon or Torraplane on FACTS — 
efter they hed wren ALL thas competing oars had w offer. 


WW ee were reek ow! theme eecintend vw mere will foie an le coving: 


“DON'T BUY ANY CAR TOO HURRIEDLY” 


pertormans Temed thew lor roominegs comic cane of haw 
Cing Oherbnd enlery and cons enone leatarcs Lot irom owners 
pre! of reqyederes and low apbery met 

‘The be all we neh of cory Beyer, That be de wher eee peepte 
et Compare Bey oe form 
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The combination device has been 
sold in England for two years. It is 
patented there and registered in | 
America. Fuller & Smith & Ross, 
Inc., is the agency. 

In introducing the camera-projec- 
tor to the American public, the 
company plans to use the power of 
advertising to move stocks from re- 
tail shelves. At present the 


cipal effort is in appointing distribu- | 


tors, of which there will be 
18 to 24 in the United States. 
tributors already have been 
pointed for the Pacific coast, 
troit, New York and Canada 
next week appointments are. ex- 
pected in Texas, St. Louis and Chi-| 
cago. 

A national advertising campaign, | 
employing both newspapers and | 
magazines, will be built and 
launched, it is planned, in time to 
stimulate Christmas business. Di- 
rect by mail will be used to reach 
dealers and their customers. Local 
advertising starts as fast as stores 
stock the product. 


Unusual Developing Service 


The company has prepared a num- 
ber of window displays, the first of 
which will appear in New York, ex- 
ecutives report, next week. Already 
prominent retailers have placed or- 
ders for the unit, among them being 
May Department Stores, coutracting 
for 100 a month, Wanamaker’s, 
Spalding and Abercrombie & Fitch. 
The equipment will be made in this 
country and will use du Pont film 
in 30 foot lengths, 72 frames to a 
foot, as compared with 40 in 16 mm. 
film. The film may be joined in 400- 
foot reels. 

The unique feature of the com- 
bination is that the same device that 
serves as the camera, with the same 
lens, acts later as the projector. A 
developing service will be rendered, 
but unlike some of the most popu- 


Intimate Talks 


to Those 


If you can’t write a head- 
line that will get the 
public’s attention in 
the monotonous, idle 
moments of transporta- 
tion, don’t expect that 
headline to stop them 
anywhere else. 
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~ HUDSON TURNS TO HIGHLY LOCALIZED COPY 
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Copy featuring testimonials of local purchasers which ran in Boston 


last week. This particular copy was localized by the newspaper, which 
made the photographs and inserted them, together with the testi- 
Brooke, Smith & French, Detroit, is the Hudson agency. 


monials. 


lar 16 mm. film now on the market, 
it involves the making of a nega- 
|tive and prints, giving the added 
|}advantage of duplicates and reprints 
|from the negative in case the orig- 


Di jinal print is lost or destroyed. 
is- | 


ap- 
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Cellophane 
Reduces Cost 
of Engraving 


St. Louis, Mo., Aug. 23.—Cello- 
phane is helping the General Amer- 
ican Life Insurance Company, of 
this city, cut engraving costs on its 
house organ, “Leadership,” Douglas 
J. Murphey, director of publicity, re- 
vealed. 

The cover of the August issue of 
the house paper called for a layout 
of pages from a recently issued sales 
|/manual, with an overlay of headline 
and copy. To avoid expensive strip- 
ping-in and etching, the editors ex- 
perimented with a Cellophane over- 
lay. 

Copy and headline were hand 
lettered upon the Cellophane, The 
offset camera shot directly from the 
original layout. The pages from the 
manual, together with the Cello- 
phane overlay, were thus combined 
into one photograph, getting a dou- 
ble layout effect in one step. While 
“Leadership” is offset, the company 
believes the idea is equally prac- 
tical for photo-engraving uses in let- 
terpress. 

“Perhaps we're just waking up,” 
commented Mr. Murphey. “This may 


be old stuff, but as far as we can 
learn this plan to keep our house 
publication within its budget is en- 
tirely original.” 

In addition to being a less expen- 
sive process, the Cellophane cover 
gives the layout a softer texture, 
Mr. Murphey said. 


Goes to Chicago 


Mary M. Murphy, whose resigna- 
tion as publicity manager of Ernst 
Kern Company, Detroit department 
store, becomes effective Sept. 1, has 
been made advertising and sales pro- 
motion manager of the Fair stores, 
Chicago. Miss Murphy has been with 
the Hearst publications and_ the 
Cleveland News. 


Murphy New Agency 
for Booth Fisheries 
Booth Fisheries Corporation, Chi- 


NETWORK SALES 


cago, has placed its advertising ac- 
count with Carroll Dean Murphy, 
Inc., Chicago. 

W. Frank McClure is account exec- 
utive. 


Joins Thompson-Koch 


Leonard Carey, formerly with Er- 
win, Wasey & Co., Chicago, as art 
director, has joined the Thompson- 
Koch Company, Cincinnati, as art di- 
rector on some of the Sterling Prod- 
ucts accounts. 


Pinkerton Appointed 


Renault Pinkerton, formerly man- 
ager of the Newsplate Engraving 


|Company, Detroit, has been ap- 
pointed advertising manager of De- 
troit Shopping News. 


Has 


HIGH IN JULY 


— | 

Chicago, Aug. 23.—Sales of time on} 
NBC and CBS networks last month | 
totalled $2,494,710, some $678,000) 
ahead of sales in July, 1933, accord-| 
ing to the monthly tabulation of Na-| 
tional Advertising Records, released | 
this week. This is the second high- | 
est July sales figure in the history 
of broadcasting, being exceeded only 
by that of July, 1931, in which sales 
totaled $2,764,294. 

Network time sales totaled $24,- 
493,574 for the first seven months of 
1934, an increase of more than 
$7,000,000 over the $17,087,085 total 
for the comparable period of 1933. 
This is slightly below the seven- 
months total of $25,226,983 for 1932, 
radio advertising’s biggest year. 

The July total of network time 
sales for NBC was $1,864,420, and 
for Columbia $630,290. 

The largest user of time during 
July was Colgate-Palmolive-Peet 
Company, whose expenditures for 
Colgate dental cream, Palmolive soap, 


and Super-Suds_ totaled $149,692. 
Standard Brands, Inc., was in sec- 
ond place with expenditures of 


$133,558. 

Other large users of network time 
during the month were General 
Foods Corporation, $103,297; Gen- 
eral Mills, Inc., $66,188; Gillette 
Safety Razor Company, $103,464; 
Lady Esther Company, $93,940; Lig- 
gett & Myers Tobacco Company, 
$52,614; Pepsodent Company, $94,- 
838; Procter & Gamble Company, 
$60,645. 


Names Procter & Collier 


Advertising of the Ohio Valley 
Dairy Council, composed of the large 
milk distributors within a radius of 
50 miles of Cincinnati, has been 
placed with the Procter & Collier 
Company, Cincinnati. Outdoor, car 
ecard, newspaper and radio advertis- 
ing will be used. 


Elected to A. A. A. A. 


Martin Advertising Agency, New 
York, has been named to membership 
in the American Association of Ad- 
vertising Agencies. 


Introduces Dash 


Dash, a powder deodorant, is being 
introduced into the drug and depart- 
ment store fields by the Dash Com- 
pany, Boston, Mass. 


Sadecte | G. M. Kohn 


The Dublin, Ga., Courier-Herald 
has appointed Geo. M. Kohn, Ince.., 
— as advertising representa- 
tive. 


The Incessant Daily Repetition of Street Car Advertisit 
the Shortest and Surest Path to Leaders™ 
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COOPERATION 


ee 


We Will Co-Operate | 
with the U.S.Government By 
Making Loans to Repair 
and Modernize Property 


ALMA... 


Ths Denk hes been approved by the Federal Ho. 
na Administration os @ lending agert in the plan + 
wil enable home or business property owners to bo 
row money on favorable terms for property rene. 
and improvement 
Under this plan an owner of improved real estat > 
=ith mortgages. if any, in good standing, may borro~ 
on amount per year up to one-fifth of his yearly 
come the loon to be repaid monthly over « penos 
one to three years 
i Loans will be made in amounts from $100 to $200 
| and will be based on the character of the borrows 
and his ability to repay. Our arrangement with the 
Federal Housing Administration allows us to mete 
these loans on the property owner's signature on 
without other colleterel or signers. Ne mortgage ~ j 
be requred. i 
We invite your application. You may go to you 
contractor, get an estimate on the repairs and app, i 
through him to us, for the loan, or you may come to i 
direct 
We ere pleased to be able to give the Adminitrs j 
tien our cooperation, and to give you this service. To | 
our “New Dea! Savings A-count™ we now add the i 
"New Deal Loan” for property owners. + 
i 


NINTH AND WASHINGTON ST Lous 


oat 
! ‘ens? 


One of the first banks to advertise 

its willingness to cooperate with 

the home modernization drive was 

the Industrial Bank and Trust Com. 

pany, St. Louis. This four-column 

copy ran in local papers late las} 
week, 


Co-Eds Tovning 
to High Shoes, 
Expert Reports 


Chicago, Aug. 23.—With co-eds 
leading the way, renaissance of high 
top shoes for the fair sex is assured 
according to Olive Parker, Chicag 
specialist in merchandising and ad 
vertising in college towns. The ney 
high-tops, reviving a style which heli 
sway throughout the 90’s, will b 
used both for day wear and evening 
Miss Parker asserted. 

A tour of shops in college town: 
convinced the expert that stock 
will not be lacking when the co-ed: 
resume their schooling and lay in 
their fall and winter wardrobes 
Many shoe manufacturers, seekin: 
relief from the cycle of sandals, 0x 
fords and pumps, have taken kind! 
to the idea of reviving high to 
shoes and have been abetted by ' 
tailers, also anxious for new items 
to give impetus to sales. 

The new high shoes, Miss Parke 
explained, will be much like thos 
of the alleged good old days. Fo! 
evening, fancy lacings have bee! 
made available, while sturdy walk 
ing shoes are said to be the prope! 
thing for day wear. 


It isn’t what the intelligencia thinks—it isn’t what the 
upper five percent think about a business or a product 
that makes it successful. 


It’s what “John Public” thinks—and “John Public” reads 
many different newspapers, many different magazines 4" 
has many different ideas about radio programs. To cov 
them all costs a lot of money. But every one buys ioc 
portation, and 80% of all Chicago’s transportation is cart! 
by the Chicago Surface Lines. 
coverage. 


This is real advertisins 
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IENDLY FIGHT 
VER CHICLETS 
TAKES NEW TURN 


patties Over Flavors Rage 
in Newspaper Copy 


rk, Aug. 23.—The campaign 


st February by the Amer- | 


New } 
started 7‘ 
Chicle Company on Chiclets has 


D | 
oe third phase with an expan. | 
ion into other newspapers and a) 
ny yariation which accentuates sit- | 
ations rather than celebrities. 

The initial campaign and one run 
<q follow-up were both local. News- 
:pers d were the New York News 
ni New York World-Telegram and| 

e Philadelphia Evening Bulletin. | 

that advertising effort, friendly | 


between stage celebrities, | 
made newsy because the most popu- 
‘ hits of the day were featured, 
the Chiclets sales story. 


eveloped 
Now, as then, the problem is to 
velop business on each Chiclet fla- 
r, spearmint and peppermint, with- 
it switching customers from one to 
‘ye other. One of the objects is to 
eep both before the public, and so 
the friendly argument plan is being 
ntinued. } 
Emphasize Situations 
In the first campaigns this year, 
names of celebrated actors and 
who staunchly defended 
their preferences for either flavor, 
eveloped the reader interest. Candid 
ra shots backstage enlivened the 
py, additional interest being se: | 
red by preparing the advertise- 
ents three weeks or less in advance, 
that the featured personalities 
sure to be in the local lItme- | 
vht when the copy was run. 


tresses, 


emphasis in the new series is 


the situation, rather than the} 
The headlines have _ be-! 
i little more dramatic. Lay- 


e much the same. Celebrated 

however, have not entirely 
sappeared, 

‘ie situation is uppermost in the 

copy appearing this week in the 

‘ list of newspapers, which in- 

les @ number in New Jersey, the 


and Journal in New York and 
Philadelphia Enquirer. The 
endly argument in this instance 


life-guard and a 


bather. 


Irs between a 
tty feminine 
No girl can change my mind,” the 
ll insists in the headline. “Take 
“T wouldn't 
Peppermint 
pretty girls on 


away!” he balloons. 
inge trom good old 
lets tor all the 
Silly,” she, stretched alluringly at 
t, balloons back. “You’re miss- 
frand taste thrill by not trying 
luscious new Spearmint Chic- 
indicates, is Al- 
vacation guest at 
Stockton, Sea Girt, N. J. 
guard is represented 

art. Both hold their fa- 
package in hand. 


gi » copy 
Hopkins, 


handsome 


Names Also Used 


‘ders are urged to try both fla- 
~ The 450-line copy stresses the 
‘at the products are locked in 
Nolsture-proof, dust-excluding 
ses of transparent Sylphrap, in 
- Chiclets were offered for the 
~ "me early this year. 
‘*adlines of some of the other 
Usements now appearing, indi-| 
‘* the more dramatic nature of 
‘ew campaign and the way in 
‘he situation is being played 
“Deauty Spurns Birdman,” | 
isugreement over Chiclets 
een Capt. Donald Provost, 
‘Ol of Newark Air Service, 
“ld pretty Heloise Green, one 
Wor engers; “Chiclets War 
‘ an imbroglio concerning | 
. between Howard Donniez, | 
engineer, and Ace Mc-| 
is “Peggy” in the skit, | 


+a! ef 
SLTOred 
rd 


wl 


t 


and Novis Argue Over 
‘mmarizes a serap_ be-| 
young radio stars atop 


or 


“0 the t 


the RCA Building, 
at Odds With 


and “Vera Van 
SS. Roma Steward” 


describes an account of a friendly al-| 


tercation radio 
“chief 


expert” on the 


between the young 
star and Annibale Bianchi, 
steward and flavor 
Italian liner. 

The campaign is in charge of 
Badger and Browning & Hersey, Inc. 


Crown Products to 
Kelso Norman Agency 


The Kelso Norman Organization, 
San Francisco agency, has been ap- 
pointed to direct advertising of Sani- 
Clor, scouring cleanser. 

Gloria Casperson, formerly in the 
production and continuity department 
of station KJBS, San Francisco, has 
joined Kelso Norman as head of the 
radio department. 


Frazier Made “Post's” 


National Manager 


Appointment of T. H. Frazier as| 
national advertising manager of the 
New York Post, working together 
with Walter A. Young, advertising 
director, Was announced this week 
by J. David Stern, publisher. 


Mr. Frazier for several years was) 


in the national advertising depart- 
ment of the New York Herald Trib- 
une, and was advertising munager 
of the Montreal Gazette for ten years. 


George L. Munn Dies 


George Leslie Munn, 71, at one 
time head of an advertising agency, 
and later owner of the Easthampton, 


Mass., News, died Aug. 13 at Pitts- 
field, Vt., where he was spending the 
summer. 


Beech-Nut 


Herald Return 
To Air Lanes 


New York, Aug. 23.—Newspaper 
and magazine advertisements will 
announce the return to the air about 
Oct. 1 of Red Davis on behalf of 
gum and candy manufactured by the 
Beech-Nut Packing Company, Canajo- 
harie, N. Y. 


Newspaper copy will run about 70 


lines in approximately 300 newspa- 
pers. Magazine insertions will be of 
moderate size, appearing in ten pub- 
lications in the parent, teachers, ra- 


homes on the magazine that sways their buying most, 


Pll 


Join Coca Cola, Buick, Texaco, Penn Mutual, Ingram, 
Campbell, Hormel, Heinz and 170 others. Hitech your 
product to the surging pull of the National Geographic. 


Ride into America’s million most-to-be-reckoned-with 


because they believe what it tells them. 
NATIONAL GEOGRAPHIC MAGAZINE 


f - 
the pre erred mecdiune 


dio fan and general fields. It will 
appear in November issues. 

This year, 50 stations on the WJZ 
network of the National Broadeast- 
ing Company will be used for the 
program. This follows up the sum- 
mer effort, which has consisted of 
the Beech-Nut parade color advertis- 
ing in Collier's, Cosmopolitan, Pho- 
toplay, Redbook, Saturday Evening 
Post, Shadoplay, Tower and Motion 
| Picture Unit Magazines. 

McCann-Erickson, Inc., 
lis the agency. 


New York, 


Agency for Blades 
The Marathon Razor Blade Com- 
|pany, Irvington, N. J., has picked 
Advertising Associates, Newark, N. J., 
to handle its advertising. Newspa- 


pers and magazines will be used. 
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Purchasing 


Power of 


Farmers Declared at 


Least Equal to 1933 


Higher Prices and Government Assistance Off- 
set Ravages of Drouth 


Chicago, Aug. 23.—Reassuring ex- 
pressions of opinion regarding the 
effect of the widespread drouth on 
the buying power of rural markets 
continued to pour into the offices of 
ADVERTISING AGE this week from farm 
paper publishers throughout the 
country and others whose knowledge 
of sectional farm buying conditions 
is unquestioned. 


That the drouth has created much 
havoc in a large section of the farm 
market, resulting in crops far below 
normal, is accepted without question, 
but that it has resulted in greatly re- 
duced farm buying power is emphat- 
ically not admitted, publishers point- 
ing out that current higher prices for 
farm products, together with the vast 
sums paid to farmers by the govern- 
ment, has not only balanced the 
scarcity of salable crops, but has 
in many cases resulted in greater 
farm purchasing power than at any 
time in the past five years. 

After admitting frankly that Ne- 
braska’s wheat crop this year 
amounted to 31 per cent of the aver- 
age crop for the past five years; that 
corn is approximately only 22 per 
cent of the five-year average, and 
that other crops have been materially 
reduced, Glenn Buck, advertising 
manager, The Nebraska Farmer, lin- 
coln, says: 


A Bright Side 


“Look at the bright side. Govern- 
ment payments under the AAA here 
for the coming months amount to 
$35,989,627. . The prices of all 
farm commodities are shooting up- 
ward daily, and Nebraska farmers 
have a large carry-over of last year’s 


A PERFECT MEDIUM 
FOR A PARTICULAR 


SALES MESSAGE fm 


wheat and corn. ... The government 


has bought thousands of head of cat- 
itle. . 
|money to farmers for feed, and also 


. The government is loaning 


for improvements to homes and 
buildings. 

“There are many other activities 
of the federal government which will 
tend to hold up buying power in the 
agricultural area.” 

In Michigan “it would be reason- 
able to anticipate that the income of 
farmers from their 1934 crops will 
exceed that from previous crops,” 
Burt Wermuth, editor and manager, 
Michigan Farmer, declares, citing in- 
creased prices as his reason. In addi- 
tion, he reveals, Michigan crops have 
suffered comparatively little from 
the drouth, some, such as fruit, ac- 
tually being larger than last year’s. 

“It would seem that sales oppor- 
tunities in rural Indiana should be 
exceptionally good this year,” says 
Wm. G. Campbell, publisher, 7ndiana 
Farmers Guide, Huntington, inas- 
much as drouth damage there is 
comparatively small, so that farmers 
will benefit fully from higher prices. 

Ralph Miller, advertising manager, 
Oklahoma Farmer-Stockman, says, 
“Oklahoma is not a desert by any 
means. Many farmers over the en- 
tire state will have splendid crops 
with a great deal of money to spend. 

“Based on the U. S. Government 
report of Aug. 1, farm income in 
Oklahoma this year will be larger 
than the income for 1931, 1932, or 
the fairly good year of 1933. Gov- 
ernment bonus money for cotton, 


wheat and corn-hog is being distrib- 
uted and will continue every week 
for the balance of the year. . 


. Cotton 


Oo ex lain the 


uct, | 
equal booklets, folders, and i inserts—used 


in the package or distribute 


oHow to 
Beautify 
Old 


"How" and "Why" of your prod- 
lustrated and in proper detail, nothing can 


through dealers. 


They "educate"—both dealer and consumer—in 


a way impossikle 


by other means. 


"US" understands the technique of this highly 
specialized medium, as to function, preparation, 


and production. The "US" man who calls on you 
represents an organization which—because of 


thorough understanding of the medium—can work 
with you and your agency to turn out sales-pro- 
ducing “literature.” 


UNITED STATES PRINTING 


& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


BALTIMORE 
420 Cross St. 


CHICAGO 
205-V W. Wacker Dr. 


will be responsible for a lot of farm 
buying.” 

In New York, which, according to 
Irving W. Ingalls of American Agri- 
culturist, is not included in the terri- 
tory designated as primary or sec- 
ondary emergency drouth areas, 
“milk prices, poultry prices and 
fruit prices received by farmers are 
constantly increasing and indicate 
that New York State farmers will 
have a greater actual income than 
last year.” 


No Drouth in 
the Southeast 


Atlanta, Ga., Aug. 23.—There has 
been no drouth in the Southeast, 
and crops in many cases have been 
well above average in this section, 
Hiram R. Romans, editor, Southern 
Cultivator, declared in answer to a 
query on drouth conditions. 

“For the past four years,” he said, 
“Southeastern farmers have been go- 
ing without many things which they 
needed and wanted. This fall and 
winter they will have more cash 
than at any time since 1930, and it 
is only natural to assume that they 
will be in the market, especially for 
necessities.” 

The same sentiments are expressed 
by B. Morgan Shepherd, vice-presi- 
dent, The Southern Planter, Rich- 
mond, Va. “We have been particu- 
larly fortunate along the Atlantic 
seaboard in having one of the most 
glorious seasons for all crops that 
we have experienced in years,” he 
said. 


Montana in 


Good Shape 


Great Falls, Mont., Aug. 23.—While 
the eastern end of this state has suf- 
fered from drouth, the western two- 
thirds has enjoyed relatively favor- 
able crop conditions, according to 
M. J. Slowen, Montana Farmer. 

“Montana farmers as a whole, be- 
cause of the very substantial im- 
provement in prices for many of our 
most important farm products and 
because of the $10,600,000 of wheat 
allotment money that is being dis- 
tributed, will enjoy the best farm in- 
come in many years. 

“Montana’s great irrigation proj- 
ects, as well as the many districts 
where individual irrigation enter- 
prises have been extensively devel- 
oped, are, as usual, producing good 
crops.” 


Citrus Crop Big 
Aid to Florida 


Orlando, Fla., Aug. 23.—Not only 
has there been no drouth in this 
state, but one of the best crop sea- 
sons in history is anticipated here, 
C. M. McLennan, editor and manager, 
Florida Farm & Grove, declared in 
answer to a query on farm buying 
power. 

“With prospects of materially 
higher prices for meats, dairy and 
poultry products, consumers will 
turn to vegetables,” Mr. McLennan 
maintains, thus providing a further 
market for the state’s vegetable crop, 
which it is anticipated will be in 
larger than ordinary demand because 
of smaller crops elsewhere in the 
country. 

Citrus fruits will account for at 
least $10,000,000 more farm income 
in the state than last year, he esti- 
mates, with further possible gains 
due to a new marketing agreement 
which may include a fund of $900,- 
000 for advertising. 

Similar sentiments are expressed 
by Marvin H. Walker, editor, Florida 
Grower, Tampa. 

“All business related to Florida 
farming activity has improved this 
year,” he asserts. “Seed houses and 
insecticide distributors report the 
largest sales they have had in five 
years. The marked increase in prices 
received by fruit growers and farm- 
ers for their crops is, of course, di- 
rectly responsible for improved con- 
ditions in this state.” 


Texas Business Is 
Ahead of Last Year 


Dallas, Tex., Aug. 23.—That the 
drouth has caused no letup in busi- 
ness activity in Texas is the asser- 
tion of Harry D. Guy, Semi-Weekly 
Farm News, who quotes statistics 
showing an increase of 24 per cent in 
retail sales over last year. and a 
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gain of over $100,000,000 in bank de- 
posits during the same period. 

Texas harvested many of its major 
crops before the drouth became se- 
vere, the wheat, oats and barley 
crops showing gains of almost 100 
per cent over 1933, F. P. Holland, Jr., 
vice-president, Farm and _ Ranch, 
points out. 

Corn, cotton and other crops which 
were not harvested early are smaller 
than last year’s, but benefit payments, 
government loans, purchase of cattle, 
etc., have placed so much cash in 
the hands of farmers that “indica- 
tions favor a better business for fall 
and winter than during the same 
period last year,” he believes. 


Pasture Foreign 
Herds in Minnesota 


Duluth, Minn., Aug. 22.—Not only 
has there been no drouth in this vi- 
cinity, but the rainfall has been suf- 
ficient to allow the pasturing of be- 
tween 5,000 and 10,000 head of cattle 
which have been brought up here 
from drouth areas by the govern- 
ment, W. H. McGenty, Stock € Dairy 
Farmer, reveals. 


More Buying 
In New England 


Springfield, Mass., Aug. 23.—Not 
only has New England escaped all 
danger of serious drouth, but many 
crops are larger this year than last, 
M. A. Sullivan, New England Home 
stead, advises ADVERTISING AGE. 

“From present price trends there 
is every indication that all classes of 
New England farmers, with the pos- 
sible exception of fruit growers, 
whose production has been reduced 
about 50 per cent due to the severe 
winter, will materially improve their 
purchasing ability and will be in the 
market for all kinds of merchandise 
during the fall months.” 


Irrigation Saves 
Crops in West 


Los Angeles, Cal., Aug. 22.—Cali- 
fornia’s 4,250,000 acres of irrigated 
farm land keep that state from feel- 
ing any serious effects from the 
drouth, J. H. Yetter, vice-president, 
California Cultivator, informs ADVER- 
TISING AGE, 

“Last year the total return from 
California’s agriculture, including 
livestock, dairying, poultry, etc., 
amounted to $408,000,000,” Mr. Yetter 


says. “This year there is an average 
price increase of 30 per cent on our 
farm products, which will easily 
make the total return $500,000,000. 


Three Types 
of Farmers 


Denver, Colo., Aug. 22.—While the 
drouth has affected “dry land farm. 
ing” in this vicinity, the irrigation 
farmer is in excellent shape, with 
many crops larger than last year’s, 
and the “high altitude farmer’”’ is also 
in fair shape, E. M. McKim, Western 
Farm Life, reports. Since the bulk 
of the buying power lies in the irrt. 
gated sections, the market outlook 
for this part of the rural market is 
said to be excellent. 


Traffic Flow 
Studied from 


Air in Omaha 


Omaha, Neb., Aug. 23.—‘‘Bringing 
traffic flow maps to life,” what is 
believed to have been the first aerial 
traffic inspection flight held in this 
country was conducted here this 
week. 

The sponsor was W. W. Wright, 
General Outdoor Advertising Com- 
pany, who was accompanied on the 
air expedition by Paul Selby, exect- 
tive vice-president, Rapid Air Lines: 
Leone Leary, advertising manager 
of Harzberg’s, apparel shop, and R. 
R. Ridge, vice-president of the 
Omaha National Bank. 

Before taking to the air, the group 
made a careful study of traffic flow 
maps of Omaha, based on the newly 
released audit of outdoor advertls- 
ing circulation, supervised by the 
Traffic Audit Bureau. 

Two objectives were decided 
upon: First, to evaluate visual im 
pressions of the trend to outdoor 
life as might be gained from a pird’s- 
eye view of a metropolitan market, 
second, to compare the traffic 
streams as seen from above with 
the visualization of the same traffic 
streams on the maps. 


“Sentinel” Picks Rep 
Bryant, Griffith & Brunson, ~ 
Chicago, has been appointed nationa’ 
advertising representative of the 

Fairmont, Minn., Daily Sentinel. 


—— 
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1934 
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CHICAGO'S POPULATION DECREASES 


census figures for 1934 indicate a decrease 


in population of approximately 119,000 persons since 1930. 
Reflected in families: 


families 842,578 
families (estimated) 832,210 


Decrease 10,368 
All the more reason why you should use Big 4 Service where 
population changes are quickly 
which are under constant check. 
570 W. Monroe St., Chicago IIl., Randolph 4432 
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yTILITY AIMS 
AT AROUSING 
STOCKHOLDERS 


issociated Gas Advertising 
Asks Investors’ Help 


New York, Aug. 23.—Though the 
asual reader may be puzzled now 
and then by what appears to be an 
attempt to rouse his pity in behalf 
of the threadbare utilities investor, 
‘he management of Associated Gas & 
glectric System will continue to ad- 
jress stockholders through display 
space in dailies in the belief that this 
method of communication is the most 
economical means of making inform- 
ative contacts. 

The corporation’s subsidiaries serve 
numerous communities in eastern 
and north central states. It has 
more than 300,000 stockholders, and 
sme years ago when the utilities 
pegan to feel the pressure of taxing 
agencies on one hand and consumers’ 
rganizations on the other, it oc- 
yrred to the management that the 
stockholders might help in improv- 
ing the situation if all of the facts 
were presented. 

As dark clouds gathered and as 
actual emergencies suddenly mate- 
rialized, the advertising has appeared 
acquaint the stockholders with the 
whys and wherefores. 

The latest bit of copy, 452 lines, 
headlined, “Taking from Peter to pay 
Paul,” declares that rate reductions 
effected since 1928 for the Associated 
System’s electric customers, as well 
as rapidly soaring taxes, are costing 
the stockholders $16,100,000 annually, 
while resulting in an average saving 
\o the consumer of only two cents 
a day. 

Tells Basic Purpose 


Arming the investor with other 
facts and figures, the advertisement 
states in dollars and cents what bene- 
fits would accrue to various classes 
ff securities holders if the consumers 
and taxing bodies alike could be 
nade to see the light. The basic pur- 
pose of the campaign is stated in a 
nduding paragraph of the copy, 
eading: 

The principal result of confisca- 
‘ory taxes and enforced rate reduc- 
tons is to destroy the savings of a 
arge number of thrifty small inves- 

When, however, the far-reach- 
ig consequences are sufficiently real- 
ted by investors and their protests 

me sufficiently vigorous, they 
vill receive the consideration they 
‘serve and their savings will be- 
me more gecure.” 

A subject treated at length in other 
“ent advertisements is the in- 
‘eases in operating costs brought 
‘out by the NRA and the need of 
creased revenue from consumers to 
fset them, 

While affording the most economi- 
‘ Means of maintaining contact 

i the Associated System’s stock- 
ders, the newspaper advertising 
“o serves to enlist the cooperation 

other investors whose eggs are in 
tity baskets. 

Yatiel Starch & Staff direct the 
‘ertisin * of Associated Gas & Elec- 

System 


Nash Awarded Nash 


he Nash Motors Company “Mil- 
seal ar : ontest, in which the owner 
“ Oldest Nash in operation was 
_“elve the millionth Nash off the 
, ction line, came to a grand cli- 
a When the owner of the oldest 
“revealed kis name as Dr. E. O. 
r rag , Colo. He is not related 
“heaa of the company. 


| Two Name McJunkin 


Junk Advertising Company, 


hate 148 been appointed to 

D teh a. of the Chicago- 

Nt “teamship Company, oper- 

Ba between Chicago and St. Joseph, 

Rai the Chicago Steamship 

Wwe, us between Chicago and 
aukee 


Newspapers are being 


“for both accounts. 


Alabama Press Men 
Elect Jesse Adams 


Jesse B. Adams, publisher of the 
zark Southern Star, was reelected 
president of the Alabama Press Asso- 
ciation at its annual meeting last 
Saturday. 

Other officers were also reelected. 
W. E. Brooks of Brewton was named 
state National Editorial Association 
representative, a new office. 


Gile Companies Expand 


Gile Companies, direct mail adver- 
tising firm of Minneapolis, has con- 
solidated its merchandising, printing 
and letter service divisions in one 
location at 514 Second Ave. S. Addi- 
tional office space has been taken on 
the second floor of the Evanston 
Bldg. 


Ready-Mixed 
Cocktail Is 
Advertised 


Detroit, Mich., Aug. 23.—Irish Hills 
Distilleries, Inc., this week launched 
an intensive newspaper drive 
throughout the six states which at 
present constitute the company’s 
distributing area, to introduce, be- 
sides its straight and blended whis- 
kies, its Old Fashion Cocktail “Ready 
to Serve.” 

It is expected, according to the 
agency, Zimmer-Keller, Inc., that the 
campaign will become national in 
scope within the next few movpths, 


depending upon the rapidity with 
which the state stores can be 
stocked. 

Newspaper copy released this 
week is introducing “Ken-Tuk,” a 
straight bourbon whiskey, which is 
the first of the company’s products 
to receive mention. 

It is the plan of the company, 
agency officials state, to concentrate 
its advertising in metropolitan news- 
papers. 


Deering Joins Agency 

Ray Deering, former vice-president 
and general manager of Continental 
Motors subsidiary, Continental Air- 
craft Engine Corporation, has joined 
Zimmer-Keller, Ine., Detroit. Mr 
Deering will serve the agency in an 
executive capacity. 


Corless Appointed 


J. Leonard Corless, for nine years 
account executive with Shaffer-Bren- 
nan Advertising Company, St. Louis, 
Mo., has been appointed general 
manager of the Hogan Advertising 
Company, Kansas City, Mo. 


Joins “Rotarian” 


E. J. O'Sullivan, Detroit representa- 
tive of the Farm Journal and the 
Curtis Publishing Company for many 
years, has joined the advertising 
staff of the Rotarian, Chicago. 


New Work hes Maas 


William H. Maas, formerly with 
De Puy Banking Magazines, has be- 
come business manager of The West- 
sider, community paper of New York. 


Offices are at 123 W. 79th St. 


—= > 


Are you gambling with new packages? 


Why? 


HENEVER an old, familiar 
package is abandoned, an old- 


fashioned trade-mark altered, a stand- 


ard product restyled, the advertiser 
takes a dangerous and expensive risk. 

Yet nearly all the outstanding mer- 
chandisers are doing it. Why? The 
stakes must be high indeed to war- 
rant such a throw of the dice. 

And the stakes are high! The old- 
est customers, the ones most familiar 


with the old trade-marks and pack- 


ages, are buying less and less. Busi- 
ness can survive and prosper only by 
reaching a new market—the younger 
housewives who respond to style, in 
clothes, in housing, in entertainment, 
in food, in cosmetics, in everything 
they buy and use. The progressive 
manufacturer knows that his products 
must be restyled to appeal to this 
market. So he wagers his precious 
name and hard-bought good-will to 
attain it; for he knows it is essential 
to his success. 

If it is logical to risk so greatly to 
attain this market, it is even more 


logical to advertise to it. Delineator 


has a larger percentage of readers in 
their twenties and thirties and for- 
ties—the Second-Score-and-Ten — 
than any other large magazine. These 
women are style-conscious. They read 
Delineator for its sound, dependable 
fashions. They buy more Butterick 
Patterns than any other patterns in 
the world. They depend upon Delin- 
eator for their style—not in clothing 
alone, but in every activity of their 
complex lives. They constitute a mar- 
ket that is worth whatever it costs. 
In Delineator, with a present deliv- 
ery of 2,200,000, it can be bought at 


a most attractive rate. 
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Chicago Federation 
Boasts 400 Members 


Membership in the Chicago Feder- 
ated Advertising Club is nearing the 
400 mark, Chester L. Price, of the 
City National Bank, chairman of the 
membership committee, announced. 

Mr. Price said the club will shortly 
begin publication ef a paper. Among 
speakers scheduled for fall meetings 
are M. H. Aylesworth, president, Na- 
tional Broadcasting Company; Wil- 
liam Randolph Hearst, Jr., and Ear- 
nest Elmo Calkins. 


Young Represents “Etude” 

The Spencer Young Company, 
New York, has been appointed to 
represent Etude, music magazine, in 
the east. 


selling 
“WHO'S WHO 


in industry 


Sell the leaders and 
others will buy. That was the 
key to the selling and advertis- 
ing plan developed for this 
client to introduce a new kind 
of machinery. 


Did it work? The list of cus- 
tomers reads like "Who's Who" 
in industry. 


Did it pay? You'd be surprised 
how little was put into adver- 
tising, how much was returned. 
How was it done? By apply- 
ing specific market knowledge, 
using resourcefulness instead of 
resources, knowing what to say, 
to whom and when and how. 


It's an inspiring lesson for man- 
ufacturers whose sales are down 
but whose faith in product is 
up. If that includes you, you'll 
be interested enough to discuss 
it. Are you? 


o. S. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


Seal 


230 Park 


Avenue me Be 


Member A. A. A. A 


TYSON-RUMRILL 
1) Chestnut St., 


ASSOCIATED 
m ft, 


eo ' ae 1087 


Rochester, 


W. make 


good 
photostats 


{Vanderbilt 3-3680 
New York) pisza 3-1360 
Cleveland: Main 9335 
{State 6013-4 
)State 5980-1 


Chicago 


New York, 


Getting Personal 


Frank Wheeler, assistant to the president of the Great Atlantic 
cleverly escaped attention on the occasion 
describing himself at the marriage 


and Pacific Tea Company, 
of his 
license 


wedding last week by 
bureau as a 


began when she 
A&P hour. 

The “ad-man” 
New York 
de Garimo, Inc. The department, “* 
that Esquire is right. 


W. T. Elberty, Churchill-Hall art director, 
from the vicinity of the copy chief's effice as he 
The salutes date from publication a few days ago in the 


groans which issue 
passes by. 


Herald Tribune’s “Rod and Gun” 


describing his victorious encounter with a 

The BBDO fish competition is getting fiercer and fiercer. 
Cumings hardly had time to return from his Maine vacation and non- 
5-pound tuna he met and conquered off 


chalantly remark about the 62 
the Boon Island Light, when Bill 


847-pound tuna he had just slain in Maine waters. 
To stimulate the agency’s fishermen to still greater deeds, Charlie 


“grocery clerk.” 
who has starred in several Theater Guild successes. 
was directing the Booth Tarkington sketches on the | 


His bride is Winifred Lenihan, 
The romance 


who will do the thrice-weekly men’s column for the | 
American is Sid Garfield, secretary of Hirshon-Garfield & 
Man of Manhattan,’ 


’ will help to prove 
disdainfully ignores the 
of his personally-written article 


25-pound tuna. 
Tax 


Gillies carelessly mentioned the 


Jensen, an art director, has made a replica of the Gillies monster out of 
paper and cotton and mounted it atop the book-case on the 9th floor. 


On its broad bosom is pinned a red ribbon and gold medal, 


reading, 


“First Prize—BBDO Herring Sweepstakes.” 


Charlie Brower (BBDO), 


returning from a trip to the sun-kissed 


state, regrets he didn’t investigate a want-ad in a Los Angeles paper 


which intrigued his imagination 
ence not necessary but essential.” 


It read, 


“Advertising man, experi- 


The Golden Cross of Honor has been awarded to Robert J. Cud- 


dihy, publisher 


of the Literary Digest, by the Austrian government. 


He was cited for his work in alleviating post-war suffering in Europe, 


particularly among children. 


Victor Ridder, publisher of the Staats-Zeitung and Herold, booked 
passage on the Hamburg just before its last sailing. He will join 
his family abroad for a month's vacation in Switzerland. 


Frank Riggio (L&T) is saving his vacation for a European honey- 


moon. 


Howard Stillman, of the same agency, 


is spending his 


as an amateur guide for sight-seeing friends from his home town, 


Jacksonville, Fla. 
rium, Radio City and the Bowery. 


Last week he made three trips each to the Aqua- 


Charles (“Red”) Holbrook, Engineering News-Record representa- 


tive, apparently believes in a 


habit-preserving vacation. 


He has 


elected a hiking trip up and down the White Mountains. 
Bob Buckner, who recently left an agency copy desk to write his 


way around the world, 


arrived last week on the Rotterdam from a 


North Cape cruise and sailed the next day for South America. He 
likes the life and is making a success of it financially. 

On an eastern vacation which will include a stay at Gloucester, 
Katherine Gates Sanborn, who recently left Ferry-Hanly to join the 


writers’ colony at Madison, Wis., 
friends at the agency. 


magazines, 


dropped in last week to visit old 
The junket was planned to dispose of a surplus 
arising from a heavy sale of articles to 
most of them in the women’s field. 


American Home and other 


The two newest daughters to be added to the R&R family are 
both named Sheila. One belongs to Barry Ryan and the other to Ray 


Sullivan. 


There may be a third soon, 


as Quincy Ryan, another son 


of F. B., Sr., has been observed gazing out of the window as though 


on the lookout for a_ stork 


spire. 


alighting on 


the Chrysler Building 


On the occasion of the celebration of the 15th anniversary of 


BBDO’'s Buffalo branch, 


Alex Osborn surprised and enchanted his 


staff by crooning a few ditties in company with a professional vocal- 
ist. The party was held at the beautiful summer home of the Osborns 


at Bay Beach, Canada. 
Ed Clissold, 
choruses which 


publisher of Bakers’ 
featured the great Chicagoland 


conducted one of the 
music festival at 


Helper, 


Soldiers’ Field Aug. 18, sponsored by the Chicago Tribune. 


Frank M. Lewis, Chicago sales manager for Underwood & Under- 
wood, is back on the job with the comment that reports of his recent 
breakdown were greatly exaggerated. 


After twenty-four years 


quarters are in Atlanta. 


with Printers’ 
resigned as Southern representative of that publication. 
Herbert Porter, editor and 
manager of Hearst’s Allanta Georgian and Sunday 


Ink, George M. Kohn has 
His head- 
general 
American, has re- 


turned to his desk after a five months’ tour of Europe. 


Lou E. Holland, past president of the Advertising Club of Kansas 
City and the Associated Advertising Clubs of the World, is recuperat- 


ing from illness and a series of misfortunes 


derson in Connecticut. 


Percentage of 
Promotion by 


Dailies Is Up 


Chicago, Aug. 23.—While the vol- 
ume of promotional advertising in 
the advertising field showed a sea- 
sonal decline in July, following the 
peak volume recorded in June, the 
month permitted the newspapers still 
further to strengthen their hold upon 
first place among all classes of ad- 
vertising mediums in promotional ef- 
fort. 

The total for the month was 174,- 
930 lines, and the newspapers ac- 
counted for 54,124 lines, or 30.8 per 
cent. This is the largest percentage 
yet recorded by any single classifica- 
tion this year. The magazines, which 
have held second place consistently, 
lost ground in percentage of the to- 


at the home of Paul Hen- 


He recently lost his wife. 


tal volume, publishing 42,210 lines, 
or 24 per cent of the total. 

Other classifications accounted for 
the following volume: Advertising 
production, 12,880 lines; business 
publications, 11,802; radio, 8,260; ad- 
vertising agencies, 7,924; paper, 
7,140; outdoor, 5,852; signs and dis- 
plays, 2,240; farm papers, 2,044. 

The six general advertising pub- 
lications upon whose lineage the fig- 
ures given are based are as follows: 


Lines 
Advertising Age (w.)......... 61,586 
Advertising & Selling (b.w.)..35,798 
Printers’ Ink Monthiy......... 9,576 
Pvemcers IRR OW) cic cc kicaess 34,566 
Sales Management (b.w.)....15,288 
ee a a ey eee eiete eat 18,116 


Housing Act Explained 

The Crowell Publishing Company 
has prepared a booklet explaining the 
National Housing Act, showing the 
layman how to go about securing gov- 


LIPS MATCHED WHILE YOU WAIT 


A new sales aid inde for Mary Scott Rowland simplifi ies selec. 

tion of lip rouge. Rouge of the proper shade, found on the zinc 

alloy framed plaque, is applied until the lips reflected in the center 
mirror matc the ttn sta color — 


Harwood anal 


T. A. Harwood, assistant general 
sales manager of Bauer & Black, has 
been appointed to the new position| Chicago, has 
of operating manager 


j 


Desnidiies Aenaiees 


bought 


== 


Old Laundry Pape 


Reuben H. Donnelley Corporation 
: Starchroom 
following the| ;aundry Journal and will take ove 


resignation of Harry L. Wells as gen-|jts publication with the September 


eral manager and vice-president. Mr. 
Wells will be business manager of 
Northwestern University, succeeding | eyer, will be at 305 E. 45th St., N 
Wm. A. Dyche, who is retiring. York. 


Market Mineral Water 


issue. 


Bennett Turns Author 

C. Ralph Bennett, copy writer of 
Syracuse, N. Y., 
Lights of Literature,” 
just published for 
dents. Another 


(Book III), 
high school stu- 
volume is in hand. 


Cincinnati, 
from _Dilisboro, Ind. 


Editorial and business offices, hoy 


White Crane Corporation has beet 
is author of “Beacon |formed by the industrial division 0 
Psychological Research Foundatio 
to market mineral wate 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


$1 a year-—Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for on¢ 
year. 
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TEXAS LEAGUE 
NALYZES SALE 
OF ADVERTISING 


pallas, Tex., Aug. 23.--With ad- 
vertisers and agency men contrib- 
ting to the symposium, the Texas 
naily Press League held a two-day 
onference here recently in the hope 
y improving the salesmanship of 
members in their dealings with na- 
jonal advertisers. Speakers num- 
hered a score. 

Opening the meeting, S. W. Papert, 
president of the league, pointed out 
‘hat since national advertising is 
ievoid of credit risks, it deserves a 
‘yjorough study from the viewpoint 
of the advertiser himself. 

In accordance with this reasoning, 
w. V. Ballew, sales manager of the 
jr. Pepper Company, Dallas, dis- 
~yssed the conception and early days 
f a hypothetical advertising pro- 
cram. He said a manufacturer usu- 
aly advertises for one or all of 
three reasons: to maintain present 
volume, to offset competition, or to 
extend the zone of his operations. 
The amount of advertising used, 
and where it is used, he said, de- 
yonds largely on the particular ob- 
ective. In some markets, only one 
of the reasons for advertising may 
y valid, while in others two or all 
three may apply. 

4. H. Caperton, director 
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ADDS PUNCH 


"NOW WE CAN GET 
\\ MARRIED DARLING; 
OUR PALACE AC. 
COUNT SAVED US 
PLENTY!" 


“OH BILL, HOW 
WONDERFUL!" 


and Edge Bee Th * 
+m Ther Be M 


EASY PALACE CREDIT IS 
THE KEY TO SUCCESS! 


The popularity of the liberal Palace Credit is spreading 


like a forest fire. More people every day are realizing 
that the Palace Credit Department store gives the most 
convenient credit, the highest quality clothes AT LOWER 
THAN CASH PRICES. A good appearance will pay you 
a handsome dividend, Take 40 weeks to pay. That's the 


A new type of "testimonial" tech- 
nique has been developed by C. 
Eugene Waddell for Palace Credit 
Department Store, Pittsburgh, fea- 
turing scenes from current movies. 


search for Tracy-Locke-Dawson, Dal- 
las agency, emphasized the need for 
specific distribution surveys, de- 
signed to show how a product is 
selling in a given territory as com- 
pared with its competitors; how 
extensive the stock is; and details 
of the local background of a market 
that might affect sales of a specific 
product. 


| Gane Advertising Agency, Houston, 


| 


| 
| 
| 
| 
| 
| 
| 
| 


discussed the ethical side of the pub- 
lishing business, asserting that every 
advertiser has the right to know 


that he is getting as low a rate as | 


any other national advertiser. For 


this reason, he urged the publishers | 


Fete Winners 
_ Of Fisher Body 
| Guild Contest 


to beware of extending special rates | 


under any guise. 


Univex Makers Start 
National Advertising 


Following several months of prepa- | 


ratory work, including gearing up 
production on the camera, the Uni- 
versal Camera Corporation has 
started to advertise nationally its 
small Univex camera. A number of 
insertions have appeared in Liberty. 

Point of sale material, which alone 
sold many thousands of the cameras 
before the advertising began, in- 
cludes counter and window cards 
showing the product in use. The film 
is advertised for ten cents a roll con- 
taining six frames. Druggists get 
not only the original developing and 
printing business but an additional 
profit on subsequent enlargement to 
usual picture sizes. Joseph Katz 
Company is in charge. 


“Liberty” Analyzes 
“Wet” Circulations 

Magazine circulations in “wet” 
states have been analyzed in a new 
survey by Liberty, New York, which 
shows the cost of reaching that ter- 
ritory in various magazines. 

Liberty will shortly issue a chart 
showing graphically total magazine 
circulations available for liquor ad- 
vertising, with relative number of 
|pages which can be bought in black 
‘and white, two color, four color and 


Dale Rogers, president of Rogers- | roto. 


| 


| Chicago, Aug. 23.—Twenty-four 
| proud, excited youths, the 1934 win- 


Fisher Body Craftsman’s Guild, spon- 
sored by Fisher Body Corporation, 
| were honored here last night at an 
impressive banquet attended by sev- 
eral hundred prominent industrial- 
ists, publishers and advertising men. 
| The youths 
| totalling $51,000 from the hands of 
W. A. Fisher, president of the guild, 
land R. S. McLaughlin, president of 
| the guild’s Canadian section. Mr. 
| Fisher is president of Fisher Body 
|Corporation and Mr. McLaughlin is 
| president of General Motors of Can- 
ada, Ltd. 

Edwin C. Hill, radio commentator, 
} acted as master of ceremonies at the 
colorful banquet, for which the grand 


ball room of the Stevens Hotel was 
; transformed into a medieval guild 
| square. Announcement of the win- 


|ners was broadcast over a coast to 
coast network. 

Scores of prominent agency execu- 
tives, advertising men and publish- 
ers were among the guests. 


. . 

Chicago Daily Expands 

Chicago Journal of Commerce has 
bought new press equipment to 
handle added news and advertising 
pages. Duplex Printing Press Com- 
pany, Battle Creek, provided the new 
extra deck. 


received scholarships | 


| 
| 


| 
| 


ners in the annual competition of the | 


| 
| 


| 
| 
| 
| 
| 


| 


| 


| Lions International. 


Frank V. Birch, executive vice-pres- 
ident, Klau-Van Pietersom-Dunlap- 


Associates, Milwaukee, who has 

been elected vice-president of 

He will auto- 

matically become president of the 

international organization in three 
years. 


Automotive Body 
Adopts New Name 


Automobile Manufacturers Associa- 
tion is the new name of the National 
Automobile Chamber of Commerce. 

The new style was selected at a 
meeting in Detroit this week as more 
truly describing the organization. 


—— = = — —_——————— 


Cireulation 


guarantee of a million. 


Advertising 


For the seventh 


The print order for the past eight 
months shows a_ steady circulation 
growth. 


Woman’s World is now delivering an 
excess of 200,000 circulation over its 


consecutive 
Woman’s World goes ahead in adver- 


month 
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Brokerage Unit 
Established by 
Grocery Chains 


New York, Aug. 22.—Organization 
of the Food Distributors Association, 
to conduct a general brokerage busi- 
ness in the food and grocery fields, 
was formally announced here today | 
by F. H. Massmann, president of Na- | 
tional Tea Company, who will head | 
the new company. 

The new organization is composed 
of a number of chain store units, in- 
cluding Kroger Grocery & Baking 
Company, American Stores Company 
and First National Stores, as well as 
National Tea, and is said to represent 
approximately as many stores as are 
included in the A. & P. organization. 

In addition to the brokerage end 
of the business, Food Distributors 
Association will render a number of 
services to its members, including 
market and crop reports. 


Offers Nail Brush 
The Pro-Phy-Lac-Tic Brush Com- 
pany, Florence, Mass., has introduced 
a new nail brush in three colors re- 
tailing for fifty cents. 


wality 
PRINTING. 


Japers 


| TICONDEROGA BOOK | 
TICONDEROGA TEXT | 
CHAMPLAIN BOOK 


| SARATOGA BOOK 
_ LEXINGTON OFFSET 
- ADIRONDACK COVER 


ADIRONDACK BOND 
Made by 
INTERNATIONAL | 
PAPER COMPANY | 
220 East 42nd St., New York, N. Y. 


3,396,309 
100°, 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The | 
balance are young 
women. | 


The only effective | 
|and economical system for covering the | 
|Home Economics field thoroughly. 


| ; 

| HOMEMAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 

| Freeport New York 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St 
CHICAGO >: 210 So. Desplaine St. 


and 34 other cities 


GROCERY CHAIN 


TO COOPERATE ON 


(Continued from Page 1) 


QUALITY GRADES 


established, the entire industry will 


hail it as an advantage and support) 


it to a final conclusion. I would 
greatly appreciate your approval of 
above proposed active support of this 
project.” 


Express Skepticism 


Chicago, Aug. 23.—That announce- 


| ment by A. & P. and the Food and 
|Grocery Chain Stores of America of 
the past, it was said that some can: | 
ners would then use either of the | 
other labels so that there would not} al] 


cooperation in labeling canned goods 
with government grades will force 
canners into line is frankly 


be a surplus or a shortage of any| doubted by prominent factors in the 


particular grade. It was indicated 
that this objection would not be al- 
lowed to influence grading hereafter. 


An Important Victory 


The action of the various associa- 
tions, such as the Food and Grocery 
Chain Stores of America, is regarded 
by administration leaders as an im- 
portant victory in the campaign for 
grades, standards and proper label- 
ing provisions in the canning code. 
The drive toward this objective be- 
‘ame real and practical, it is pointed 
out, when President Roosevelt, in ap- 
proving the canner’s code, stipulated 
that the industry should investigate 
the practicability of such standards 
provisions and report to the admin- 
istration. The preliminary report of 
the industry, submitted some weeks 
ago, was termed “inadequate” by 
government advisers. Siace that time 
Administrator Riley, with the close 
cooperation of the consumers’ coun- 
sel, has pressed the matter. 

The telegrams received from A. & 
P. and the chain store association 
follow closely Riley’s appointment of 
committees of wholesalers and chain 


store executives to advise him in 
drafting standards’ provisions’ for 
the canners’ code. This is seen as 


significant. 

Mr. Massmann’'s telegram 
part: 

“It is a pleasure to hereby report 
to you that they [“representative” 
members of the Food and Grocery 
Chain Stores of America] unani- 
mously agreed to immediately urge 
the adoption of the standards estab- 
lished by the Department of Agri- 
culture on all their canned goods or 
to earnestly assist in the establish- 
ing of consistent standards where 
they do not exist; also to adopt in- 
formative wording on all canned 
goods labels clarifying the contents 
to the consumer, and to accomplish 
same as rapidly as possible. 

“As the first move in this direction 
I have appointed a committee of food 
and grocery stores operators with 
Warren H. Clarke, Kroger Grocery 
and Baking Company, Cincinnatl, 
chairman of said committee and 
those present at Monday’s meeting 
as members. This committee will 
analyze the requirements of each 
canned commodity and forward their 
findings and recommendations to the 
chairman, who in turn will coordi- 
nate same and arrange for a confer- 
ence with you for final adoption. Our 
entire membership will then be in- 
formed and urged to adopt same. 


said in 


Seen as Advantage 


“Simultaneously, John A. Logan, 
our executive vice-president, will ob- 
tain from Williams of the U. S. De- 
partment of Agriculture, present ap- 
proved standards of various canned 
goods and forward same to members 
of the committee for their study, so 
that they in turn may recommend 
proper wording for labels which will 
give the consumer such information 
on the label as will be of practical 
value to her, and that will assure 
the quality of the merchandise being 
in accordance with the label. 

“As practical food and grocery dis- 
tributors contacting the consumer 
daily, we fully appreciate the desira- 
bility of having the consumer prop- 
erly informed as to what she is buy- 
ing in a hidden package; and I am 
pleased to be able to assure you of 
the whole-hearted support of our 
entire membership and, particularly, 
the active assistance of the members 
of the above mentioned committee 
who have had an opportunity to be 
informed first hand as to the objec- 
tive and desires of the administration 
in this important move. 

“We are taking this action fully 
confident that once consistent stand- 


ards and proper labeling have been 


food business here. 

Informed by ADVERTISING AGE that 
A. & P. will make no effort to change 
its labels immediately, replacing ex- 
isting labels only as present stocks 
are used up, a number of prominent 
canners and distributors reiterated 
their opinion that A. & P. is making 
a “grandstand play” which may cre- 
ate considerable excitement but 
which is not likely to develop any- 
thing especially new or startling. 

The offer of cooperation of the 
Food and Grocery Chain Stores of 
America is also discounted in many 
quarters, canning interests pointing 
out that Mr. Massmann’s telegram re- 
veals only the appointment of a com- 
mittee “to recommend proper word- 
ing for labels.” 


Not Mandatory 


Even should this committee strike 
an agreement on labeling provisions, 
it is pointed out, the matter will still 
have to be threshed out by the full 
membership of the association. Fur- 
thermore, adoption of standards for 
labels by the association does not 
necessarily mean that the various 
members will fall in line, there being 
no provision in the organization’s 
rules making it mandatory for indi- 
vidual members to follow the dictates 
of the association. 

Regardless of what chain stores 
may decide to do with their private 
brands, it is contended here, packers 
of advertised brands will move with 
great caution in adopting any pro- 
cedure which they feel may be harm- 
ful to the consumer prestige which 
their brand advertising has built up. 


lpertent New 
Agency Formed 
In Windy City 


(Continued from Page 1) 
dising rather than an advertising spe- 
cialist. 

Mr. Enzinger figured in the merger 
which made the United States Ad- 
vertising Corporation a commanding 
unit in the agency field several years 
ago, being president of the Dyer-En- 
zinger Company, of Milwaukee, at 
the time. He became president of 
the Chicago branch, with Ward M. 
Canaday, of Toledo, acting as chair- 
man of the board. 

Mr. Enzinger’s long and varied ex- 
perience belies his youthful appear- 
ance. One of his early connections 
was with the W. G. Bryan Organiza- 
tion, which specialized in newspapers 
promotion and Mr. Enzinger thus 
became the promotion expert for 15 
leading newspapers. Later, he joined 
the Barron G. Collier staff, which he 
left to affiliate with the old Koch 
agency in Milwaukee. He then be- 
came a principal in the Olson-En- 
zinger Company, whose name was 
changed when the George L. Dyer 
Company's branch was absorbed. 


Carl K. Hart 
Joins “Liberty” 


Carl K. Hart has joined the Chi- 
cago sales staff of Liberty, coming 
from Parker Pen Company, where he 
was assistant to the president. 

Mr. Hart was formerly advertising 
manager of W. A. Sheaffer Pen Com- 
pany. 


“News” Plans New Home 

Washinoton Daily News has begun 
work on a new building, which will 
also house the Washington headquar- 
ters of other Scripps-Howard organi- 
zations. The building will be com- 


pleted about Dec. 1. 


A.& P.NOT TO 


RUSH QUALITY 
LABEL PROGRAM 


(Continued from Page 1) 


of the grading projects. It is feared 
that sections of the industry, acting 
in the belief that by making sacri- 
fices now in the adoption of uneco- 
nomic principles the development of 
ill-conceived legislation may be fore- 
stalled, will accept handicaps with- 
out receiving anything in return. 

Government gradings for a number 
of products were defined a year ago 
and given out with the suggestion 
they be added to labels. Until A. & P. 
fell into line, packers of advertised 
brands generally have ignored them, 
it is pointed out here. 

Remembering A. & P.’s advertis- 
ing ado about compliance with the 
PRA, trade circles are inclined to 
look upon the chain’s acceptance of 
the labeling suggestions as “window 
dressing,” and are expecting the 
chain giant to release a semi-institu- 
tional campaign to consumers on the 
subject. 


Plan No Advertising 


However, ADVERTISING AGE was told 
at the company’s offices that no cam- 
paign was being considered. Labels 
including the government grades will 
be made up only as current label in- 
ventories are exhausted. It was 
guessed that the first new label might 
appear in six or eight weeks and 
that one or two years would be re- 
quired to re-label all lines. 

Action on advertising policies in 
connection with the use of govern- 
ment grades will be postponed until 
the new labels are in general circu- 
lation, it was said. Advertising pos- 
sibilities were not a factor in arriv- 
ing at the decision, it was definitely 
stated. 

The organization of food packers 
which -is most representative of na- 
tional food advertisers is the Associ- 
ated Grocery Manufacturers of 
America, New York. 

This association has consistently 
indicated its opposition to govern- 


ment grading of foods, except for 
defining minimum standards, but 


Paul S. Willis, president, would not 
discuss the organization’s stand on 
the recent developments until the 
exact sentiment of members has been 
disclosed by a study now in progress. 


Too Much Agitation 


Speaking in his capacity of a food 
packer, Mr. Willis deplored the gov- 
ernment grading movement as a de- 
structive effort tending to counteract 
advertising and other forces which 
have already resulted in higher 
standards of quality and sanitation 
for packaged foods in this country 
than anywhere else in the world. 

“The administration’s agitation 
would lead the public to believe that 
food packers lie awake at night try- 
ing to think of ways to cheapen their 
products and cheat the consumer, 
when just the opposite is true,” said 
Mr. Willis. 

“The nature of competitive condi- 
tions which advertised food products 
must face is such as to compel higher 
standards than any government 
might reasonably demand. With 
economies effected through an ad- 
vertising-built volume, the food com- 
panies have been able to spend thou- 
sands of dollars in research to im- 
prove their products and for packag- 
ing equipment to insure the food- 
stuffs reaching the consumer in per- 
fect condition. 

“Efforts to do away with the sig- 
nificance of advertised brands and to 
substitute the low standards the 
government advocates are most cer- 
tainly no service to the consumer.” 


Vivian Sturgeon Joins 
Lowell; Agency Moves 


Formerly with Pedlar & Ryan and 
the Paul Cornell Company, Vivian 
Sturgeon has joined Mortimer Lowell 
Company, New York, in the copy de- 
partment. 

In its fourth expansion in three 
years, the agency has moved to 369 


Lexington Ave, 


| 


Changes Name Again 


The Manufacturers’ Merchandige 
Advertising Association, which re. 
cently planned to change its name to 
National Premium Advertising py Son 
ciation, will now call itself Prom;,.. 


. ag Miun 
Advertising Association of America 
Inc. The former name was not ap. 


proved by the officers of the aS8Soc{a. 
tion. 


Goodman Joins Agency 


Floyd Goodman has been addeq to 
the staff of Eastman, Scott ¢ Co 
Atlanta agency, as account execytiy, 


eg 


THIS 


PROFIT 2x 


by adding this able sales ang 
good will builder to your staf 


Available Sept. 4 is an un. 
usually broad, intensive, ex. 
ecutive training, with 
known national concerns, jy 
most every form of both 
SALES and ADVERTISING 


— —. 
— 


activity. 
Specially qualified handle 
products flowing through 


Hardware, Grocery, Drug, 
Variety or Dept. Store chan- 
nels. 

PLUS, too, thoro_ training 
sales promotion and contacts 


both Variety and Grocery 
Chains, as well as brokers 
and jobbers both grocery and 
housewares. 
Flexible pay plan preferred, 
largely contingent results pro- 


duced; so don’t hesitate <A¢. 
dress Box 492, Advertising Age. 


"IN CONFERENCE” WITH 6000 AUTOMOTIVE 
ENGINEERS, EXECUTIVES 


Published by the 
Society of Automotive Engineers 


Incorporated 


29 West 39th St., New York 


The ‘‘mortality’’ among 
P. & A. customers is ex- 
tremely low. There can be 
but one reason for this. 
Value is delivered—let us 
see if your standards of 
value jibe with our stand- 
ards of delivery. The tele- 
phone is Harrison 3732. 


Partridge & Anderson 
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yOULD CONTROL 
ADVERTISING BY 
AMENDING CODE 


Yashing Machine Industry 
in New Move 


washington, D. C., Aug. 23.—The 
je authority for the washing and 
roping machine manufacturing in- 
jstry bas formally asked that its 
ode be amended to prohibit mislead- 
og advertising, it was revealed to- 
pas py Assistant Deputy Administra- 
cor c. R. Nikalson. Public hearing 
» the application has been in pro- 
sess at the Willard Hotel here. 

. This is the first instance of an in- 
jstry asking amendment of a code 
ready in effect to include certain 
whical advertising standards. In 
some quarters, it is seen as a move 
ward the principle of advertising 
ontrol as proposed in several bills 
yhich were pending when the last 
Congress adjourned. The fact that 
the proposed advertising clauses fol- 
iow closely those suggested by the 
\RA consumers’ advisory board lends 
lor to this view. 


Abuses Are Cited 


Present abuses in the industry, 

yecessitating strict control of sales 
promotional methods, were outlined 
yy J. P. Bohnen, executive secretary 
{ the American Washington Ma- 
chine Manufacturers Association, and 
6. F. Brewer, representing the code 
authority. The introduced advertise- 
ments clipped from daily papers and 
trade publications to prove their 
points. 

Among the proposed modifications 
to the code the following are out- 
standing: 

1. All advertising prohibited 
(whether printed, radio, display or 
any other nature) which “is mislead- 
ing or Inaccurate in any material 
particular.” 

2 Prohibition against “in any 
way” misrepresenting any machines 
{the industry, with respect to trade- 
mark, grades, quality, quantity, or- 
£0, size, substance, character, finish, 
material, content or preparation. 

» Prohibition against “in any 
way” misrepresenting the product of 
ily member relative to credit terms, 
bilities, services, “or the nature or 
‘orm of the business.” 

‘| “No misrepresentation of a 
‘taracter calculated to mislead the 
unformed or casual reader shall 
be used, All statements made in ad- 
‘tusing or sales promotion shall be 
“omplete and so phrased as to convey 
the casual and uninformed reader 
“e full and complete facts.” 


Prohibits Copy Methods 


. Prohibition against advertising 
‘t sale activities in connection with 
Mduets which are not intended to 
“openly and freely sold, “with the 
‘et of attracting customers.” 

® “Neither direct nor indirect use 
a be made of competitive appa- 
“\s for comparative purposes in 
_ with sales and advertis- 


: Prohibition against the grant- 
“ot advertising allowances “to be 
_ by customers to whom such 
agape are given on advertising 
a ee to conform to this pro- 
‘a ty manufacturer shall sell his 
“—S to or through any customer 
| the resale of such products 
_. conform to the provision of 
, atagraph,’” 
© is considerable speculation 
% ability to enforce the latter pro- 
~ Which seeks to bind those to 
“Sales are made. 


Credit for Kool Sign 


“ new spectacular erected in 
~ ‘penis. New York, for Kool 
Cioor 4 “as contracted for by the 
a Ney ‘vertising Agency of Amer- 
Nor ork, which handles Kool 
» | Advertising. A picture of the 


* 2 appeared in this paper last 


Heinly and Walrath 
Share Golf Honors 


Don Heinly, McGraw-Hill Publish- 
ing Company, won the prize for low 
net and W. B. Walrath, Brewers’ 
Journal, captured the award for low 
gross at the annual golf tournament 
of the Engineering Advertisers’ As- 
sociation, Chicago, at the Medinah 
Country Club Aug. 23. Each had an 
85. 

Other prize-winners included Tom 
Dix, American City, second low net; 
Ray Deen, American Machinist, sec- 
ond low gross; E. Perkins, National 
Petroleum News, third low gross; W. 
E. Wright and E. S. Gillette, Gillette 
Publishing Company, low scores on 
selected holes; P. H. Oliver and Gene 
Smith, Food Industries, low score on 
blind hole. 

G. D. Crain, Jr., ADVERTISING AGE, 


S. Bowles King, M. C. Becker, Chi- 
cago Molded Products Company, and 
J. M. Rodger, McGraw-Hill, blind 
bogey prizes; H. K. Hottenstein, Jron 
Age, high net; Les Cunningham, 
Chemical € Metallurgical Engineer- 
ing, and C. Wageman, Railway Age, 
high net. Harry Ehman won the 
bridge prize. 

The committee in charge consisted 
of M. D. Pugh, Illinois Testing Lab- 
oratories; H. D. Payne, Chicago 
Molded Products Company, and David 
B. Gibson, Brewers’ Journal. 


Cincinnati Club Is 
Preparing for Fall 


A group of sub-committees has 
been appointed by the Cincinnati Ad- 
vertisers Club in anticipation of fall 
meetings. The new system replaces 
one-man program committees of the 


past. M. L. Smith, Cincinnati & 
Suburban Bell Telephone Company, 
club president, has made the follow- 
ing appointments: 

Cc. W. Browne, U. S. Printing & 
Lithographing Company, general 
chairman; Alex Thomson, Jr., 
Champion Coated Paper Company, 
social chairman; Curtis W. Van De 
Mark, Van De Mark Advertising 
Agency, chairman of business meet- 
ings; Mrs. Grace Kemper, John Shil- 
lito Company, sub-chairman of tech- 
nique; H. W. Manz, Cincinnati Post, 
media chairman; Harry Adams, 
Procter & Collier Company, market 
ing; Allison Stanley, U. S. Playing 
Card Company, publicity, promotion 
and legislation affecting advertising 
and marketing; 

Benjamin F. Faulkner, Johnston 
Paper Company, advisory and outside 
business contacts; A. S. Holtman, 


Fecheimer Brothers Company, at- 
tendance; Jean Wetherimer, Wether- 
imer Distilling Company, finance; 
Henry Childress, Chatfield Paper Cor- 
poration, house; E. Freshney, Cros- 
ley Radio Corporation, membership; 
and J. Warrington, The Spokesman, 
publication. 


Solomon Agency 


Gets New Accounts 
Solomon & Co., Boston agency, has 
announced acquisition of several new 
accounts with its removal to 178 Tre- 
mont Street. 

Included are General Glass Cor- 
poration, American Writing Ink Com- 
pany, Boston Dry Goods Manufactur- 
ing Company and Fells Acres Land 
Development Company, and North 
Station Wine Company, all of Bos- 
ton; and LaFrance Chemical Com- 
pany, Salem. 


TO AN AUTOMOBILE MANUFACTURER 


who sells to families earning 


MORE SCHOOL ADVERTISING appears in 
Redbook than in any other magazine. Doesnt 
this say something about Redbook families’ 


spending habits ? 


ee 


1S REDBOOK EXPENSIVE? Not when you get 
four women and four men readers for a penny. 
That’s less than you pay to reach half the family 
in one -sex magazines. 


2 eed 


and enjoy spending it, 


Cibo wien 


Novel'- A - Month series. 


MORE TRANSATLANTIC TRAVEL was advertised in 
Redbook last year than in any other general 
monthly magazine. Redbook families have money 


FIRST IN REDBOOK — “The Thin Man” by 
Dashiell Hammett was printed in a single issue 


last December — fifth in Redbook’s complete- 


how 


machine 


over $5,000 


OMEONE ASKED us the other day 


many subscribers we would 


have if we ignored everyone making 


less than $5,000. 


The answer surprised him, 175,000 
out of Redbook’s 748,000 families 
make over $5,000. (And the average 
is nearly that high—$4,401.) 


That means you can buy Redbook 
for its upper 25% and still pay less per 
thousand families than you pay in 
“class” magazines. (We have the fig- 
ures if you're interested.) 

Note that we say “families,” not 
individual subscribers——for Redbook 
is read by husbands and wives. Both 
sides of the family must be convinced 
before your automobile (or washing 


or vacation trip or whatever) 


is purchased. 


Tell your story in Redbook and 
you sell all the family. 


HOW MUCH MONEY has the average Redbook 
family? $4,401 a year. Their average age? 33 
years. (Insurance companies who want profitable 


fields please note.) 


in a single 


WITH 
IBENERYY OF - 
CLERGY 


SEPTEMBER NOVEL - OF - THE- MONTH in Redbook 
is “With Benefit of Clergy” by Octavus Roy 
Cohen. Over 50,000 words published complete 


issue. Now on sale. 
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Bakery Paper Expands 


Southwestern Baker, Houston 
Tex., has moved from 802 Merchants’ 
and Manufacturers’ Bldg. to larger 
quarters in the same _ structure. 
Hitherto covering five states, the 
paper has added seven others. 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


RAPID 
RARELY 
LOSES A 
CUSTOMER 


45 Minute Service Did It 
. 


PHOTOSTATS 


RAPID 


COPY SERVICE 


; State 6013-4 
Chicago 
State 5980-1 
New York em 3-3680 
Plaza 3-1360 
Cleveland: Main 9335 


N O broil 


Southern Wisconsin 


Crops 8556 of Normal and at 
Higher Prices. Semi-monthiy 
Milk Checks Higher. ee 


Janesville, (Wis) Gazette | 


JESS H STRIBLING AND ASSOCIATES 


#25 NORTH ie aia arene + CHICAGO 


AUTOMATIC LETTERS 


Any Quantity—Low Rates 


Mail Advertising 
JANKI Service 


Send jor Free Booklet—“Brass Knuckles” 
817 Fifth Ave., Pittsburgh, Pa. ATiantic 1290 


SUPERIORITY T0 
U. S. STANDARDS 
PEQUOT’S STORY 


(Continued from oe 1) 

two selected sheets pass U. S. govern- 
ment specifications. But pede on 72 
i sheets, of a single brand, bought one 
by one from stores in 382 different 
states, all exceed the government 
standards that is remarkable, be- 
cause it shows amazingly consistent 
high quality. 

“One brand of sheets has actually 
passed this severe ordeal! Every 
|month for a year the United States 
Testing Company purchased Pequot 
| sheets just as you would—from retail 
stores—72 sheets in all, from 72 
|stores. Each sheet was tested with 
| painstaking care—and every single 
lene of those 72 Pequots exceeded all 
the U. S. government stundards. 

“The laboratory was not surprised 
at this result. Three years before, 
in an impartial comparative test, this 
same laboratory had tested Pequot 
against the eight other leading 
brands of heavy muslins—and dis- 
covered that Pequot was the strong- 
est and most uniform of them all. 

“These tests explain why house- 
wives have found that Pequot sheets 
consistently wear longer.” 

The agency said the advertisement 
does not reflect any sympathy with 
proposals that government agencies 
grade merchandise for the guidance 
of consumers. A_ sustained cam- 
paign on this subject is not con- 
templated. 

The one piece of copy was pre- 
pared to capitalize on important 
facts ascertained in tests regularly 
made by the mill as check-up on its 
quality. The reference to govern- 
ment standards was employed as the 
most practical means of illustration. 


Background of Copy 


The government standards used by 
United States Testing Company for 
reference in the Pequot tests are 
those currently specified in buying 
for government institutions. Pequot 
and other advertised brands gener- 
ally are considerably above govern- 
ment quality. 

These specifications have been 
raised in recent years, but are still 
nothing to exclaim about, it is said 
in trade circles. In fact, where 
sheets are concerned, Uncle Sam is 
not what housewives would call a 
quality buyer. 

The old gentleman makes reason- 
able demands for weight, breaking 
strength of warp and filling and 
thread count, but pays no attention 
to sizing and shrinkage, two points 
extremely important to housewives. 

The Pequot advertisement will oc- 
cupy a color page in Ladies’ Home 
Journal, two-thirds of a page in Bet- 
ter Homes & Gardens and Good 
Housekeeping, and one-half page in 
McCall’s and Woman's Home Com- 
panion. Hommann, Tarcher & Shel- 
don, Inc., is the agency. 


Agency for Crawford 


Detroit. 


Howard Crawford Company, De- 
troit, manufacturer of automobile wa- 
ter heaters, has placed its advertis- 
ing with MacManus, John & Adams, 


ADVERTISING EXECUTIVE | 
WANTED | 


| 
| 
| Excellent opportunity for an ex- 
perienced advertising man to 
} connect with a well-known pub- 
| lication of national circulation 
| having distinctive coverage and 
a successful career of over half 
a century. 
Man must have knowledge of 
and experience with publicity 
} accounts, and ability to direct 
from the home office and make 


contacts with agencies and ad- 
vertisers, | 
Give full particulars in first 
letter, including past experience, | 
ability to prepare publicity ma- 
terial, age, approximate salary 
requirements, availability, ete. 
| Replies confidential. 

Address Box 491, 

Care Advertising Age. 


TIES UP WITH REFRIGERATOR COOKING 


A free cook book of wlio desserts is wm offered with every 
purchase of Eagle condensed milk by Borden Sales Co., New York, 
attention hits —— ul sane eile 


OLD TRADEMARK 
IS REAPPEARING 
IN BISCUIT ADS 


Boy in Raincoat Used for 
New Line 


New York, Aug. 23.—Presented as 
the tastiest, tenderest cracker ever 
baked, Sky Flake wafers are being 
advertised in newspapers for the first 
time by National Biscuit Company. 
The product, which sells nationally, 
has been on the market for some 
time. 


The copy is running in several 
Philadelphia and Camden papers. 
They are the Bulletin, Public Ledger, 
Inquirer and Record and the Camden 
Courier-Post. The weekly insertions 
are approximately 400 lines. The 
Philadelphia area was selected for 
the first advertising because it is one 
of the good National Biscuit markets. 

One of the most interesting fea- 
tures of this promotion is that it 
carries a step further the re-introduc- 
tion of the Uneeda trade-mark—the 
boy in raincoat and hat hugging a 
package of Uneeda biscuits. 

During the past year he has been 
working back into the company’s ad- 
vertising spotlight and the plan is 
again to make him prominent in all 
Uneeda advertising. He is being used 
also in store helps. His return has 
been acclaimed enthusiastically by 
both grocers and housewives, execu- 
tives say. 


Quick Public Response 


Response to the Philadelphia ad- 
vertising has been spontaneous. The 
fact that Uneeda has one of the larg- 
est sales organizations in the country 


selling direct to 400,000 grocers is | 
one of the reasons why its advertis- | 
‘|| ing produces immediate results. An | 
| interesting situation exists in this re- 


spect, since the salesmen, contacting 
the grocer direct rather than the job- 
ber, aid in increasing the power of 
the consumer advertising. 

The Philadelphia copy stresses the 
richness and lightness of Sky Flake 
wafers, suggests some of their uses, 
refreshes the reader’s memory con- 
cerning the package design, and com- 
pares the wafer with pastry. 

“It’s over-crisp, yet flaky and ten- 
der enough to melt without chewing!” 
the Sky Flake copy states. “It has 
the richest cracker flavor you’ve ever 
tasted. Delicately salted, short as 
pie-crust, baked with ingredients as 
good as you use in your own kitchen. 
No wonder they say Sky Flakes are 
as tempting as pastry.” 

Among the uses suggested are as 


x 


appetizers, with soups and sala 
peanut butter, cheese and jelly 
wiches and with milk. The pac 
done in blue, has a snow fj 
indicating the lightness of the 

McCann-Erickson, Inc., direc 


—_== 
sand, 
Kage 
ake Mot; f 
Wafer 
>CtS the 


National Biscuit account, with Ke 
neth Groesbeck, vice-president “ 
, in charge. 


S.R. 


of the 


Sales Results without Price 
Reductions—via an inexpen- 
sive lithographed premium. 
We have some new "'stunts."' 


FREEMAN COX “. 


Starr and Borden Avenve; 


Long Island City, N.Y 


——— 


—<—<—— 


——— 


WANTED 


Position as 


NATIONAL OR ADVERTISING 


MANAGER 


newspaper in city 100,00, o 
e *- ably middle west. Now em 
loyed on midwest daily for eleven years 
our years as national manager. Thor 
ouenty, seasoned newspaper executive and 
salesman. 


Forty-five years 
Highest references from 


present a Wide acquaintance in 


Salary expected commen 


sevens with experience and ability to built 
Address Box 490, care Advertising 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS STA. 


152 AGENCIES 


Agency men (and women), publishers’ represents 


tives, publishers, printers, engravers and typos 
raphers are finding that the Hotel Winthrop hes 
large pleasant rooms, an atmosphere of peace 
and a staff that really enjoys making guests happy: 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single ‘ 
$4 Double. SUITES FROM $5 Daily OR $115 by the Mom 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A ROGER 


SMITH 


HOTE! 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


| now has the largest 
net paid circulation 
| among advertising 
agencies of any ad- 
3 vertising journal. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


DISPLAYS THE TIES THAT BOUND THE LEGS OF FAMOUS MEN 


GETTING THAT IVORY PROGRAM READY 
| [aa 


One of the conferences on the million dollar Ivory soap radio pro- 

gram which goes on the air Sept. 15, and features a series of musical 

comedies especially written for broadcasting. Left to right, Court- 

ney Riley Cooper, novelist, who is writing the book; Don Vorhees, 

musical director; Carlo De Angelo, head of the radio division of the 

Blackman Company, P. & G. agency; Arthur Schwartz, composer; 
and Howard Dietz, lyricist. 


ANOTHER AGENCY TAKES TO WINDOW DISPLAY 


SURG A, ORESSINGS 


Display of Needham, Louis & Brorby, Chicago agency, in a ground 

floor window of the London Guarantee Bldg., where the agency has 

its offices. Advertising of a different client will be featured each 
month. 


HEROES APPEAR ON POST'S BRAN PACKAGES 


Playing card size cutout portraits of famous Americans will appear 
on the new packages for Post's Bran Flakes. Each package will 
contain four pictures. (Story on Page 6.) 


>in Wen oe | 


wn 
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Unique display arranged by Kenneth Duncan of the Boston Store, Milwaukee, built around reproductions of 
i a dozen famous men, including William Penn, George Washington, Sir Walter Raleigh, 
and others, which not only attracted much attention from passers-by, but also resulted in a long feature 


garters worn 


Jody Wears 


3 


—= 


story in the "Milwaukee Journal." The historical unit is being supplied to dealers by Pioneer Suspender MM ily a 


BEST OF ALL 


J yay above 1s - Ger 

FRANCO AMERICAN SPAGHETTI, \' 
ALL READY PREPARED 

>) JUST WEAT AND SERVE NK H } 

| WORK AT ALL ~ AND A FAR 

BETTER SAUCE TRAN 

-. E 1 COULD MAKE . ? 


“ 


7 was proud of my spaghetti 
but this kind beats mine 


—and what a lot of work I'm saved!” 


y lente $4 ¢ gornl cost Chehdar cheese 4 


Typical magazine advertisement 
in the new campaign for Franco- 
American spaghetti, product of a 
Campbell Soup Company subsid- 
iary. Several types of newspaper 
advertising also are being tested 
for the product by Ruthrauff & 
Ryan, Inc., Franco-American 
agency. (Story on Page 1! 1.) 


ITS ROMANTIC 
AROMA. IT'S FINE 
BLEND BRING BACK 
Be THE MEMORIES OF 
Po THAT VAC ARION 


Thomas J. Webb Coffee Company, Chicago, will restrict its car card copy to the "prolongs the thrill" 
theme for several months, achieving variety through changing the accompanying illustration. The card 
shown here is a double card, as are all those being used in the new campaign. 


Company, Philadelphia. webby 2 


SYMBOLIC PHOTOS USED BY INSURANCE COMPANY ..-, 
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Amenca th ‘ yelbaory taawe dG 
Reqrestatede . troaseney mts auch brukers crrsywbere can snygdy You, with Standard protection 


STANDARD ACCIDENT INSURANCE COMPANY, DETROIT 


o% OF AMERICA’S PIONEER CASUALTY INSURANCE AX 86 ,INe C@ Mpa NILES 
—— 


Bleed page for Standard Accident Insurance Company which @p 
pears in the August issue of "Fortune," illustrating the techniqu 
used in this new series. C. E. Rickerd Advertising Agency, Detroit 

handles the account. 
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BOND EMPHASIZES THE AGE OF THIS BEER Henry 


toadcast 


Outdoor poster for Lucky Lager bonded beer, featuring the ee iS 

the validity of the age-date on the bottle is guaranteed by @ $10, a 

bond. The displays, posted by Foster & Kleiser Compény: 
appearing on the west coast. ot 
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